








NOW, WITH A MINIMUM In. 
VESTMENT, you can make you; 
own STATS, PHOTOCOPIES, 
FILM and VELOXES in a fey 
minutes AT LESS THAN 10% 
OF YOUR PRESENT Costs, 


Why waste valuable man hours 
in traffic with outside suppliers? 
Why be constantly irritated with 
costly delays, poor quality, over. 
time and special service charges? 


Give your client the most fo, 
his advertising dollar! You" 
insure your present accounts 
and attract new ones, by offer. 
ing them a complete photo. 
graphic service, second to none! 


The incomparable STATMASTER 
offers you the utmost in repro. 
duction quality, speed, econ. 
omy and versatility, any time 
of the day or night. 


What's more, ANYONE on your 
present staff can do professiona 
quality stats or film copies after 
only a few hours of instruction 


Operating any STATMASTERis 
so simple and effortless... . it’s 
actually fun! We guarantee the 
once you've seen these unique 
units in action, you'll say, a 
every one of our very satisfied 
owners have said, ‘‘We don't 
know how we ever manage 
without one’’! 


Absolutely no previous know 
ledge of photography is neces 
sary! Complete instructions i 
every phase of photography, 01 
your premises, is included wit 
every installation. 


There are four STATMASTE 
models to choose from, to sul 
every photography, space afi 
budget requirement. 


FOR AS 
LITTLE AS 


WRITE FOR FREE LITERATUR 
AND NAME OF NEAREST STH 
MASTER REPRESENTATIVE 


STATMASTER CORP: ‘i 
3552 EAST 10th COURT ' 
HIALEAH, FLORIDA 

PHONE: OXford 1-5730 


WHEN IN NEW YORK VISIT Ol 
SHOWROOM AT 19 WEST # 
STREET, NEW YORK 36, N.Y. 
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the paper that cheers imagineers 


and gives a deep glow of °.. 2 yi 
satisfaction to budgeteers . *. en 4 
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EAGLE-A \ 


QUALITY 


TEXT AND COVER 


We’re imagineers, too, who dared to visualize 

papers of sterling quality at copper penny 

prices. You'll find the exciting results in 

fine Eagle-A Quality Text and Cover Weight: 

papers with eye-catching “vitality” for out- 

standing brochures, catalogs and advertising | Dini 

materials, by offset or letterpress. (Envelopes -. ani 

to match are available from Kent Paper Co.) gett “ 
In Eagle-A Quality Text the selection in- gy 

cludes Brite White, Arctic White and six fine 4 

colors in both wove and laid finishes. Cover 

Weight is available in wove and laid, and 

matching colors. 


[ae] EAGLE-A 
PAPERS 


for more creative 
communications 





+t. 
PAPERS 


For a special portfolio of original design ‘Thought Starters”, write Dept. P. 
AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS. 
Makers of the famous EAGLE-A COUPON BOND, 100% Cotton Fiber—Extra No. i Grade 
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PRODUCTION NOTES 


Paper 

Cover: Mead’s Wheelright Potomac 
Text: Oxford’s Print Enamel, 

Mohawk’s Construction 

Type Faces: News Gothic, Franklin 
Gothic, condensed outline, devinne italics 
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ARTICLES 


PAPER & TYPOGRAPHY 
by R. Hunter Middleton 


COLORED PAPER 
by Domenico Mortellito 


PAPER & PHOTOGRAPHY 
by Chester Kronfeld 


PAPER & LETTERHEADS 


AN ART STUDIO’S APPROACH 
TO PAPER 


ONE COMPANY’S 
CREATIVE PAPER PHILOSOPHY 


PAPER AT AN EXHIBITION 


FEATURES 


PAPER AND DESIGN 


CHART OF PRINTING PAPERS, 
sizes, weights, glossary of terms 


PAPER AIDS 








Throw away your old ideas about printing papers. 


The old idea that only a heavy paper is bright _ beautiful printing results in halftone or line, black 
and opaque enough for fine printing is now out- and white, and color. It can cut your postage in 
moded. Olin has developed a new concept in _ half, and reduce the bulk and weight of your print- 
papers, called Waylite. It’s a lightweight stock as | ed material. Ask your Olin fine paper merchant 
opaque as many papers twice its weight, with ex- about Waylite or write to us. Once you’ve seen it, 
treme whiteness and great strength. Waylite gives you’! discard your old ideas about printing paper. 
Taye 
PACKAGING DIVISION wilin 


ECUSTA PAPER OPERATIONS, PISGAH FOREST, NORTH CAROLINA 
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ertising te do for you" 


Even elephant hide! Five paper stocks, four reproduction 
processes and four photographic techniques went into the 
design of this 40-page promotional booklet for Fortune 
Magazine. To dramatize via paper the message of “what 
you can expect advertising to do for you,” the designers 
combined Elephant Hide, Japanese Rice, Time Vellum, 


Kraft and Glassine. Reproduction processes used were 
letterpress, offset, silk-screen, thermography, in addition to 
die-cutting. Included among the photographic techniques 
were photograms and kodalith line photography. Designers: 
Jack Hough and Alan S. Fletcher. 
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VERSATI “ESTAN DAR DD 


Graceful, simple, unpretentious—the austere beauty of STANDARD is ideally suited 


to a wide variety of fine typographic designs. Sizes range from 6 small to 72 pt. 


8 AMSTERDAM CONTINENTAL TYPES & GRAPHIC EQUIPMENT, INC. 
276 PARK AVE. SO., NEW YORK 10; SP7-4980 / 3319 W. MAGNOLIA BLVD., BURBANK, CALIFORNIA; VI 9-6319 
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Not in oils? It looks like oil paint, it feels like oil paint... but what actually happened 
is that George Tscherny silk-screened his brush stroke design on a heavily textured paper 
to achieve the character of an original on this new catalog cover for the School of Visual 
Arts. Brush strokes of yellow and orange are silk-screened in glossy ink on brown Curtis 
Tweedweave. 


Paper, ink & glass Japanese rice 
paper, printer’s ink, a piece of glass 
and a determined artist with a fond- 
ness for producing lithographs with- 
out either stone or press .. . Such 
a combination produced this litho- 
graph-like drawing called “Waiting 
For Rain.” Intriguing to  artist- 
designer Paul Dohanos, developer of 
the process which he calls “offset 
drawing,” are the variety of grays and 
textures that can be achieved by re- 
producing the drawings in line. This 
is made possible by the opacity of 
both paper and ink. Drawings are 
made by rolling a black field of print- 
er's ink on a sheet of glass on which 
rice paper is placed. Wherever pres- 
sure is applied to the paper, ink is 
picked up like a blotter. 


PRINT 














Sol Mednick shows what can be done with 
photographic illustration when it is planned 
around a specific reproduction medium. 
Here he takes full advantage of the trans- 
parency of a Hamersley glassine. On this 
side you see his photographic subjects in a 
top. view. When you turn the page, it appears 
you..are looking at them from the bottom. 
To produce the combined effect of trans- 
parency and opacity, all impressions are on 
one side,of the paper in the following order: 
black, yellow, black. The black run was off- 
set, the yellow silkscreen. Quantity 58,000. 











Telanian Finish, Pompeiian red. 











The fact is, paper is always @ creative tool. 

tts color, texture and quality often determine 

how close the designer comes to his objec- - 

tive... howe well he expresses an ideo. j i 

While paper can never compensate for bad - ; 
design, it can help to make a good idea even ‘ 

better. This series of inserts shows How the i 

stock becomes a creative assef when used as 

a fundamental design element. 


For more information write to Color Coun- 


cil, E.-1. du Pont de Nemours & Co. {Inc.), 
N-8498, Wilmington 98, Delaware. 








Seen oF ee 


Better Things for Better Living .. . through Chemistry 
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TOTAL (tod’tal;-t'!l), adj. 


Three-fold intro 

To introduce their company 

in a thought-provoking way, 

Tap, Inc. (Total Approach to Packaging) 
sent out three teaser mailings 

on three paper stocks 

colored white, chocolate and popeiian red 
The three stocks were used 

to offer a variety of textures and color. 
Designer: Frederick A. Newey. 

Paper: Tileston & Hollingsworth’s Tiara Teton Cover, 
Strathmore’s Rhododendron Cover 
Antique Finish, chocolate and 

Telanian Finish, Pompeiian red. 
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Tissue and acetates A booklet of 
serious subject matter is not tradi- 
tionally visual on the theory that its 
scholarly audience doesn’t want to 
be distracted. However, this concept 
need not become a design axiom, 
as demonstrated by these booklets 
from the Cooper Union Art School. 
They have used transparent paper 
and pure design for an effective 
change of pace without disturbing 
the reader’s concentration on the 
subject matter. Above, one of a se- 
ries of transparent inserts on a vel- 
lum acetate. Inserts use a theme of 
pure design printed in red, blue and 
gold. Left, end paper of tissue with 
a laid finish containing a handwrit- 
ten introduction by Peter Cooper. 


















Curtis 
Lime 
Tweedweave 





This insert was lithographed in two colors 
on Curtis Lime Tweedweave Cover, Basis 
65. Tweedweave is available in White, 
Ivory, Tan, Yellow, Lime, Chartreuse, 
Forest Green, Gray, Light Blue, Dark 
Blue, Midnight Blue, Dusty Red, Wine 
and Brown, 80# Text and 65# Cover. 
Ivory Tweedweave is also available in 
70# Text and 80# Cover, White Tweed- 


AKRON, OHIO 

The Petrequin Paper Company 
ALBANY, NEW YORK 

W. H. Smith Paper Corporation 
AMARILLO, TEXAS 

Graham Paper Company 
BALTIMORE, MARYLAND 

The Paper Supply Company 
White-Rose Paper Company, Inc. 
BETHLEHEM, PENNSYLVANIA 


Wilcox-Walter-Furlong Paper Company 


of Bethlehem, Inc. 

BOSTON, MASSACHUSETTS 
Lindenmeyr Paper Company 
BUFFALO, NEW YORK 
Hubbs & Howe Company 
CANTON, OHIO 

Herrington Paper Company 
CHARLOTTE, NORTH CAROLINA 
Charlotte Paper Company 
CHICAGO, ILLINOIS 

Bradner Smith & Company 
Chicago Paper Company 

Moser Paper Company 

Reliable Paper Company 
CINCINNATI, OHIO 
Merchants Paper Company, Inc. 
CLEVELAND, OHIO 

The Petrequin Paper Company 
COLUMBUS, OHIO 

Sterling Paper Company 
DALLAS, TEXAS 

Graham Paper Company 
DAYTON, OHIO 

Hull Paper Company 
DENVER, COLORADO 
Graham Paper Company 
DETROIT, MICHIGAN 
Seaman-Patrick Paper Company 
EL PASO, TEXAS 

Graham Paper Company 
GRAND RAPIDS, MICHIGAN 
Central Michigan Paper Company 
HARTFORD, CONNECTICU'I' 
Henry Lindenmeyr & Sons 
HARRISBURG, PENNSYLVANIA 


Wilcox-Walter-Furlong, Paper Company 


HOLYOKE, MASSACHUSETTS 
Plymouth Paper Company, Inc. 
=4 HOUSTON, TEXAS 
= L.S. Bosworth Company, Inc. 
Graham Paper Company 
INDIANAPOLIS, INDIANA 
Indiana Paper Company, Inc. 
JACKSONVILLE, FLORIDA 
Jacksonville Paper Company 
KANSAS CITY, MISSOURI 
Tobey Fine Papers, Inc. 
Wertgame Paper Company 
LOS ANGELES, CALIFORNIA 
Ingram Paper Company 
LOUISVILLE, KENTUCKY 
Rowland Paper Company 


LUBBOCK, TEXAS 
Graham Paper Company 
LYNCHBURG, VIRGINIA 
Caskie Paper Company, Inc. 
MACON, GEORGIA 
Macon Paper Company 
MADISON, WISCONSIN 
Moser Paper Company 
MANSFIELD, OHIO 
Sterling Paper Company 
MEMPHIS, TENNESSEE 
Graham Paper Company 
MIAMI, FLORIDA 
Everglade Paper Company 
MILWAUKEE, WISCONSIN 
Dwight Brothers Paper Company 
Reliable Paper Company 
MINNEAPOLIS, MINNESOTA 
C. J. Duffey Paper Company 
MOBILE, ALABAMA 
Partin Paper Company 
NASHVILLE, TENNESSEE 
Clements Paper Company 
Graham Paper Company 
NEW HAVEN, CONNECTICUT 
Henry Lindenmeyr & Sons 
NEW JERSEY 
HILLSIDE 
Lindenmeyr Schlosser Co. 
NEWARK 
Forest Paper Corp. of New Jersey 
Linde-Lathrop Paper Company, Inc. 
NEW ORLEANS, LOUISIANA 
Graham Paper Company 
NEW YORK CITY, NEW YORK 
The Alling & Cory Company 
Miller & Wright Paper Company 
The Canfield Paper Company 
Capital Paper Company 
Crestwood Paper Company, Inc. 
Forest Paper Company, Inc. 
Linde-Lathrop Paper Company, Inc. 
Lindenmeyr Schlosser Co. 
Marquardt & Company 
Nelson-Whitehead Paper Company 
The Whitaker Paper Company 
Willmann Paper Company, Inc. 
OKLAHOMA CITY, OKLAHOMA 
Graham Paper Company 
ORLANDO, FLORIDA 
Central Paper Company 
PHILADELPHIA, PENNSYLVANIA 
A. Hartung & Company 
The J. L. N. Smythe Company 
Division of The Alling & Cory Company 
Wilcox-Walter-Furlong Paper Company 
PHOENIX, ARIZONA 
Graham Paper Company 
PITTSBURGH, PENNSYLVANIA 
General Paper Corporation 
PORTLAND, OREGON 
West Coast Paper Company 
PROVIDENCE, RHODE ISLAND 
Providence Paper Company 


weave in 70# Text and 80# and 130# 
Cover. Matching envelopes converted by 
The Kent Paper Company. 


The background photo is the golf 
course of the Country Club in Newark, 
Delaware as seen from the main lounge 
of the club building. Teeing off is the 
Club “Pro”, Joseph Aneda. The line 
drawing of a player in 1810, is from The 
Bettmann Archive. 


RALEIGH, NORTH CAROLINA 
Raleigh Paper Company 
READING, PENNSYLVANIA 
The J. L. N. Smythe Company 
Division of The Alling & Cory Company 
Wilcox-Walter-Furlong Paper Company 
RICHMOND, VIRGINIA 
B. W. Wilson Paper Company, Inc. 
ROCHESTER, NEW YORK 
Genesee Valley Paper Company 
ROCK ISLAND, ILLINOIS 
C. J. Duffey Paper Company 
ST. LOUIS, MISSOURI 
Graham Paper Company 
Tobey Fine Papers, Inc. 
ST. PAUL, MINNESOTA 
C. J. Duffey Paper Company 
SAN ANTONIO, TEXAS 
Graham Paper Company 
SAN FRANCISCO, CALIFORNIA 
Wilson-Rich Paper Company 
SAVANNAH, GEORGIA 
Atlantic Paper Company 
SCRANTON, PENNSYLVANIA 
Wilcox-Walter-Furlong Paper Company 
SEATTLE, WASHINGTON 
TWEEDWEAVE and STONERIDGE 
Carpenter Paper Company 
SHALIMAR 
West Coast Paper Company 
SPOKANE, WASHINGTON 
McGinnis Independent Paper Co., Inc. 
SYRACUSE, NEW YORK 
Genesee Valley Paper Company 
TACOMA, WASHINGTON 
Allied Paper Company 
TALLAHASSEE, FLORIDA 
Capital Paper Company 
TAMPA, FLORIDA 
Tampa Paper Company 
TOLEDO, OHIO 
Cannon Paper Company 
TUCSON, ARIZONA 
Graham Paper Company 
WASHINGTON, D.C. 
Frank Parsons Paper Company, Inc. 
WICHITA, KANSAS 
Graham Paper Company 
YAKIMA, WASHINGTON 
Carpenter Paper Company 
CANADA 
LONDON, ONTARIO 
Buntin Reid Paper Limited 
MONTREAL, QUEBEC 
Kruger Paper Company 
OTTAWA, ONTARIO 
Buntin Reid Paper Limited 
TORONTO, ONTARIO 
Buntin Reid Paper Co., Limited 
ALL EXPORT ORDERS 
Dayton, Price Company 
New York City, New York 
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Lively business card A reversible paper mixed 
with design ingenuity produced an attractive 
and practical business card for Ohio Pure Foods. 
The colorful name shows through a die-cut on 
the outside flap which is the reverse side of the 
paper and colored gray. The gray color not only 
provides attractive visual contrast but is prac- 
tical in that it is soil resistant. The card was 
designed by John Mueller and art directed by 
Donald L. Craddock at Scherr & McDermott, Inc. 
Paper: Lee’s Teton Duplex Reversible Cover gray 
on tiara. 


B41 S. Hart ST 


Frankincense and myrrh 
A rich terra cotta background 
on heavily textured stock 
enhances the regal spirit 


of this three-dimensional Christmas greeting card. 


Using this color as a basic background, 

the designer (Lee J. Hall) 

then silk-screened the colors gold and lavender 
to make the king’s face and crown. 

The card next was die-cut, 

glued and foided to be mailed flat. 

Upon receipt, the greeting is unfolded 

and serves as a three-dimensional 

ornament of the season. 

Paper: Curtis Tweedweave terra cotta. 


PRINT 
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Leather bound A novel way of presenting an insurance plan to prospec- 


tive policy buyers is this leather-textured piece in the shape of a wallet. 
The wallet was designed to be handed individually to small groups of 
employees at the time they were paid. Peeking outside the wallet is a 
die-cut dollar bill effect designed to further the idea of the saving value 
of an insurance plan. Designer: Michael Walsh. Paper: Riegel’s 20th 
Century Embossed tan. 


er proving Your sincerity 
in desiring a 
refiqious Vocation l| | 
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Delicate air 

Color to attract the sensitive female eye 

became a key element in the design 

of this self-mailer 

for Siena Heights College in Michigan. 

The designer, Sister Jeannine, o. p., 

selected a pink paper to appear 

“feminine, fragrant and fresh” 

to prospective young girls interested through Your novitiate fife 

in entering religious life. you resolve to brvi 

For more accent, Sister Jeannine ae ppt 
has designed bars in blue, deep pink and gray 
to point up pictorial demonstrations 
of the works of the Adrian Dominican Sisters. 
Paper: Lee’s Teton pink. 
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Smooth, level Hammermill Super-Smooth Offset reproduces illus- 
trations graciously. Carats or carrots, this closed, compact surface 
saves ink and keeps colors faithfully rich and bright. Its clean 


whiteness adds impressiveness to even the simplest printing. 


Super-Smooth Serves customers with regal splendor 
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A job on Hammermil 
SuperSmooth ()FFSET IS : 
an invitation } 
to buy 


PHOTOS COURTESY OF CARTIER 


No matter what you're selling —Cartier’s 

18 kt. gold tableware on Fifth Avenue or 
stainless steel on Main Street—Hammermill 
Super-Smooth Offset helps lower sales resistance. 


This paper's high reflectance gives your 
illustrations pleasing contrasts. It accurately 
reproduces colors or black and white. 

Ink stays on top—in precise register. 


You'll like Hammermill Super-Smooth Offset. 
This insert was printed by offset on 

substance 70, Super-Smooth Offset on a 

25 x 38 two-color press. Sheet size 25% x 38. 
Speed 4,000 per hour. Deep etch plates. 
Hammermill Paper Company, Erie, Pennsylvania. 


Hammermill Se Offset for printing at its level best | 


r} 








is for TECHNICIANS 


In this world of medicine, 
theirs is the role 

of helping the doctor 
achieve his own goal. 

We know that in selling 
one rule is most true. 

Jt won’t hurt commissions 
if the assistant knows you. 


“A” is for allergist 

Colored typography and colored construction paper 
spell out Modern Medicine magazine's 

Primer of Modern Medical Marketing. 

The 24-page booklet is designed 

on seven rich colored papers and 

printed in both purple and black ink. 

Designer George Rumsey of Minneapolis combines 
the antique with the modern in his choice of 
early decorative alphabet letters 


to spell out the brochure’s ideas 
in a modern layout with sans serif body copy. 


Paper: Roundup construction. 
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TRADITIONALLY BEST FOR CANDIES 


Citric acid is the acidulant you'll use with absolute confidence! 





ormity, gloss and whiteness of 
¢stvaco paper lets you reproduce 
with brilliant fidelity. Sterling 
et Enamel is also moisture stabilized 
loser register at high press speeds. 


ult: “Natural tanginess and tartness” 


BEST FOR CANDIES: 


PFIZER 
CITRIC ACID 


BEST FOR PRINTING: 


STERLING 
OFFSET 


ENAMEL 
There’s no need to sacrifice sales appeal 
for economy when you can have both with 
Sterling Offset Enamel. West Virginia offers the 
printer a complete line of quality coated and 
uncoated papers for every printing process. 


For more information on how West Virginia’s 


sipal selling points to food and beverage modern marketing program can directly 


mers are all there, dramatized with skill benefit you with quality, service and economy, 


in lagination. Sterling Offset Enamel gives 


age . 

the extra sales impact needed 
today’s competitive markets. 

= 


Be 


Fine Papers Division 
0 al Printing Paper Sales 
CAGO NEWYORK DETROIT 


2.7620 MU 6-8400 DI 1-5522 


] 


i 


NCINNATI PHILADELPHIA 
RE 1.6350 LO 8-3680 

BURGH SAN FRANCISCO 
CO 1.6660 GA 1-5104 
Baltimore, Cleveland, Los Angeles, 
‘aukee, Minneapolis, St. Louis, St. Paul, 
ask operator for Enterprise Service. 


write to West Virginia Pulp and Paper Co., 
230 Park Avenue, New York 17, N. Y., or 
call one of the sales offices below: 


The 12-page Citric Acid insert for the 
Chemical Division of Chas. Pfizer & Co., 
Inc., was lithographed in 4 colors on 804 


H Sterling Offset E: 1. The fold 
West Virginia ee i ee es 
Pulp and Paper 


Adams, Inc., New York City. 





THIS INSERT IS LITHOGRAPHED ON 
STERLING OFFSET. ENAMEL, 25 x 38—80#. 
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The millionth of an inch that saves a million gallons of y 














































































































Color coordination 

Although the format and message was exactly the same, 

the paper and color of this booklet for M. Michel and Company 

varies according to audience. 

One set goes to technical people on the policy making level. 

For this group the designer uses a white coated stock 

similar to that used in scientific text books. 

Another group of less technical people 

receives the same brochure on a blue uncoated stock. 

The color blue was chosen in keeping with 

the nature of subject matter which is water conservation. 

Designer: C. Michel. Paper: Mead’s White Printflex Offset Enamel, 
Page 22 | PRINT Atlantic’s Misty Blue Pastell Offset. ; 
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Designer: 

Jacques Nathan-Garamond is head 
of the Graphic Design Department 
at the Ecole Nationale Superiéure 
des Arts Décoratifs, in Paris, 

a position he has held since 1939. 
In addition, he maintains 

his own studio for advertising 

and editorial design. Creator of 
numerous exhibitions for the 
E.C.A. Information Service 

in Paris, he was awarded a 

Gold Medal for the 

“Best Poster 1958, Paris.” 




















Jacques N. 

medal-winning French designer, 
challenges Penn/Brite Offset 
with vignettes to test the sheet’s 
ability to hold fine gradations 
of tone ... solid blacks, blues, 
purples and olive greens 

to demonstrate opacity and 

ink acceptability. Further 
examples of the sheet’s 
compatibility with the 
“impossible” are reverses of 
fine type in screen and solids... 
and intricate register which 
would not be possible without 
the controlled moisture 
content of the sheet. The result 
of this “torture test,” 

as you see, is faithful repro- 
duction of each design element. 
Why not put Penn/Brite Offset, 
the value sheet, to the test 

on your next job? 


new york and penn, 


pulp and paper manufacturers 


Write for new swatch book 
and the name of your nearest 
distributor. 

New York & Pennsylvania Co., 
425 Park Avenue, 

New York 22, New York. 
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PHOTO COLOR 


PROCESS CORPORATION 


Texture similarity A paper stock similar in texture to 
the stock on the original illustration gives an authen- : . 
ticity to this promotional piece for the Photo Color Proc- WHER TOC GHOOIRE LERUES FEE COREE 
ess Corporation. The illustration is printed in three 
colors and the outside covers have been silk-screened manutacturehiet raiggliid and comsbinplal clectrogig.geoducts 
in metallic copper. Design and illustration by Richard nine 
Le Fevre. Paper: Lee’s Tiara Teton Cover. and produag the higheasyaadifty peinted 

ciretritfirmnd electronic safigimblies 


Our specialty is producing pretgiage and sampics 
Ce Pe er 


, > 
everything has to work pertectly. Fer 18 years the 


sayge of base and plating materials 


a4 your drawings for ion to 


colon enonass conPanation 
nowter, how ville 


inwtnne of eed osetia 


Turn of the Grain A careful and studied selection of paper can mean considerable saving on 
mailing costs, according to reports from the American Steel Foundries. The designer of their 
annual report found that the body paper, if printed with the grain running vertically, would appear 
more solid at less weight than if it were printed with the grain running in the normal horizontal 
direction. The annual report shown here was printed on S. D. Warren’s 100# Cameo Brilliant Dull 
with the grain running vertically and 80% Cameo Brilliant Dull Cover with the grain running nor- 
mally. According to the American Steel people this “twist of the grain” saved them $1600. 





Pavek 
DESTEL 


Marble & matte The contrast of 
color and texture is the key to the 
effectiveness of the design of this 
portfolio for WBBM-TV. The folder 
combines a rich, black cover with a 
matte finish which is embossed with 
the station’s identification. A die-cut 
circle reveals the CBS eye printed in 
green on a cornflower blue stock. 
The inside stock has a marbleized 
appearance giving a striking effect 
when the folio is opened. Paper: 
Strathmore’s Antique Rhododendron 
Black, and Corn-Flower Blue Cover. 


Old scraps A small budget needn't halt creativity. In fact it very often 
sharpens it as is evidenced by Randall Roth’s use of chip board scraps 
as the stock for a direct mail campaign for the Lake Publishing Cor- 
poration. The campaign consisted of a greeting card cartoon approach 
which necessitated the purchase of art work. Money had to be saved 
somewhere else ... in this case the paper. The designer saved again 
on typography by using the ordinary typewriter which created an infor- 
mal atmosphere to the mailers. Paper: Chip Board Scraps. 





? Lonely Just because there's a growing number of your competitors planning to advertise in 
because everyone else plans Insulation is no reason for you to make a similar decision, But, if you study the 
to advertise in Insulation? reasons why your competitors are using Insulstion, you'll reach the same, sound 

: conclusion. 
First, there's the matter of editoriel supremacy. This is netural because 
is the only magazine in the world exclusively devoted to the ——— of Toaeee 
in electrical and electronic components and equipment. Only Insulation can afford to 
do a thorough job of giving its reeders timely, properly balanced editorial information 
of a technical, semi-technical, human interest, news, and humorous nature. This is 
why Insulation is recognized as the industry spokesman and leader .., and why its 
readers are responsive and loyal. 
Second, Insulation cuts across your complete electrical/electronic market -- to reach 
all buying influences -- engineers, management men, purchasing agents, and production 
personnel, These more than 21,000 readers are %he men who buy and specify huge 
amounts of insuletion materials, wire, cable, plastics, resins, insulated products, 
test instruments, and production equipment. : 
Join the increasing number of Insulation advertisers. Phone or write for more 
information, now. 

mulats 

Lake Publishing Corporation, Box 352, 
Lake Forest, Illinois 
Phone Lake Forest 3501 Member BPA and NBP 
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Through many years of experi- 


COATED ence and the exercise of strict 
quality control, Falulah has 
TWO SIDES earned an enviable reputation 


for balanced quality Falpaco 
Coated Board. 

This all important balance in 
Falpaco Coated Two Sides Cover 


Bristol means that folding 

strength and coated surface are 

* right for Cover Bristol process- 

é é 2 oy ing under normal pressroom 
conditions —without any sacri- 


fice of body, bulk, finish, snap 


, or rigidity, all so necessary for 

brings you exacting color reproduction. 
a maximum Specify this New Falpaco 
a . Coated Two Sides Cover Bristol 
: brightness on your next job where these 
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and combined qualities are essential. 
Available through Advertised 
unsurpassed Distributors from Coast to Coast. 


IN PRINTING, FOLDING A IE-CUTTING QUALITIES 
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NEW YORK OFFICE —500 FIFTH AVENUE, NEW YORK 36, N.Y. © MILLS: FITCHBURG, MASS. 
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Invitation for Framing Artist Austin Briggs’ original art is kept intact on this 
elaborate invitation to an exhibition at the Society of Illustrators. To accomplish this, 
designer Suren Ermoyan used an overlay (below) of Dietzgen #183 Bolten on which 
were silk-screened in transparent inks Italy’s national colors of green and red in 
keeping with the drawing’s theme of a popular Italian game. Old wood type was 
used also screened on to the overlay to carry the exhibit’s message. The drawing 
itself (which becomes a 38 x 15 keepsake when the overlay is removed) is repro- 
duced on white Silkkote offset with spots of color silk-screened on. 
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...LENDS A NEW 
DIMENSION TO FINE 
LITHOGRAPHY! 
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This is a demonstration of new MEAD EMBOSSED OFFSET ENAMEL, © 
a distinctively embossed sheet that lends an artistic texture > 
to both single color as well as four color process lithography. = 
Available in two finishes, three weights, ten sizes, along with = 
a matching cover grade (Mead Embossed Offset Coated Cover) = 
through your Mead Merchant. In combination, these two © 
grades are an ideal choice for such important material as ~ 
annual reports, product literature, resort folders. Specify Mead © 
and choose from the world’s broadest line of fine printing 
papers. YOU GET MORE FROM MEAD...the moving force in paper: -. 
and Packaging. 








Engravings by Collier—one of a series 





This full page newspaper 
ad is reproduced with the 
permission of the American 
Broadcasting Company and 
Doyle Dane Bernbach, Inc. 
Sidney Myers was the Art 
WINSTON CHURCHILL: THE VALIANT YEARS Director; the Artist was 
Mt saite | Saul Lambert and produc- 
in sabacans oe a 2 se ae = = tion was by Larry Scaglione. 
PHOTO ENGRAVING & 
240 WEST 40™ STREET 


NEW YORK 18, NEW YORK 
- PHONE: OXFORD 5-0400 
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Like the product The chartreuse 
stock which shows through the folds 
of this invitation is meant to look 
like light showing through a Venetian 
blind... an appropriate look for the 
Venetian Blind Institute. Invitation, 
printed in olive green and aqua with 
type dropped out, was designed by 
Ralph Casado of Ruder & Finn. Pa- 
per: Curtis’ Tweedweave, chartreuse. 


Silver flecks among the blue! This 
describes the cover of a Silver Anni- 
versary booklet for Duke University. 
The paper was selected for two rea- 
sons: the color, blue, because it is 
the Duke University color and, flaked 
with silver, in keeping with the tradi- 
tion of 25th anniversaries. As the 
entire cover design is based on the 
paper, the rest of the designer’s 
(William Owens) task was simple. He 
had only to add a small amount of 
copy which was printed in black. 
Paper: Strathmore’s Silverflake blue. 
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HAIL A SHOW-STOPPING 
IDENTITY IN LABEL PAPER 








Labels printed on Newton 
Falls’ new WhiteMost paper 
stop the show on the market 
shelf—cold! The brilliant 
high-whiteness of WhiteMost 
is deftly coated one side for 
double duty — to please the 
most critical buyer of label 
paper...to stop and show 
the shopper. Hail the arrival 
of WhiteMost! It beautifully 
sets the stage for sales- 
winning color, art and 
package design. 


NEWTON FALLS PAPER MILL, INC. 
330 West 42nd Street 
New York 36, N..Y. 


MILL AT NEWTON FALLS, NEW YORK 
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ny endorse MD's 
basic concept, which is 
to treat the reader as 

@ man of culture as 

well as 4 man of science 
and to provide a wide 
perspective upon his life 
as well as bis profession 


--Lewiston, Maine 


A change of pace Beginning with the outside cover, this bod 
uses three distinctly different paper products for both visual i 
and a change of pace. A red acetate on the overcover filters ¢ 
red type and an illustration which appear on the white areas of 
cover underneath. The overcover, containing the title of the bo 
silk-screened in white, is not only interesting from a visual stand 
but acts as extra protection for the booklet. Inside the booklet 
director Ted Bergman’s idea was to achieve surface contrast t 
the use of color and texture. Part of the body text appears on 
sided Kromekote printed on the gloss side in white for the left 
pages and in matte black on the dull side of the sheet for the 
A “pulpy” warm gray poster paper is inserted in vertical half 
sections in each spread. Papers: Red transparent acetate, Champl 
Kromekote 2-sided cover and 1-sided cover, Mohawk’s Poster. 
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This is EXPFeSSIVENESS... paper to interpret the printed 


message in its most effective form, its most convincing terms. 


This is persuasiveness. .. the look, the feel of ushiea 


add the importance of authority to every printed piece. 


This is inspiration... excitement in texture and surface that 4 
invites invention...sparks imagingtiot “suggests fresh approaches to | 
design. 


This is C olor... new gallery of modern-flair paper colors that 


suggests endless application, striking combinations of tone against tone. 


This is Pr d ndee. a proud addition to Strathmore’s 


line. New now, it will soon be a staple to meet the ever growing demand 
for paper of truly outstanding quality and originality for today’s creative 


printing needs. For a complete sampling of GRANDEE, see your local 4 


Strathmore Merchant. S 7 R ATH M ORE . 


STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASS, 3 


Paper 1s Partfof thg@@icture © 


Printed by offset lithography on 
Strathmore GRANDEE, Spanish Gold, Text Basis 80. 
Printed in the U.S.A. 
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to the designer that paper is as integral to creating good design 
as typography, color, illustration, photography. 


It is also no secret that he can never know enough about any of 
these elements, so essential to his profession. 


Paper companies themselves are increasing their awareness of 
the designer's need to know more of developments as’ they occur 
in the paper industry ... witness the number of designer-centered 
creative advertising Campaigns, designer-oriented printed matter 
full of ideas and reproduction know-how for more advantageous 
use of paper, contests, exhibits and awards. This information is 
essential to the designer but it must be the most current if he is 
to produce designs that are fresh and exciting. 


For the fourth time, PRINT has gone to many expert sources in 
order to bring the “Paper Story” up to date. 


Subjects covered in this issue are: “Paper & Typography” by 
R. Hunter Middleton, type designer and paper expert; “Colored 
Paper” by Domenico Mortellito, design advisor, DuPont; ‘Paper 
& Letterheads;” “Paper & Photography” as told by Pan Am chief 
photographer Chester Kronfeld; “An Art Studio’s Approach to 
Paper” featuring Monogram Art Studio; “A Paper Company’s 
Creative Design Philosophy,” and ‘Paper at an Exhibition.” 


Our traditional Top Drawer section is titled “Paper and Design” 
and features design ideas with emphasis on the creative use of 
paper. The pages following this main editorial section contain 
information on contests, awards, booklets and printed specimens, 
all of which are available to the designer. 


Another special feature in this issue is a “Chart of Printing 
Papers,” containing sizes, weights and a glossary of terms. 
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Printing is first a communicative art; it is also an art preservative 
and a visual art embodying a full range of esthetic ingredients. 

To accomplish the art in a professional manner, one requires a high 
degree of craftsmanship, a mechanical aptitude, and a fine sense for 
the use of materials. Consider the precision with which 

type may be impressed on paper by means of a printing press, 

either old or modern. Consider the receptivity of paper as printing 
ink is transferred from type to paper to produce the magic imprint. 
Consider the inherent richness of paper in all the varieties of 

surface textures, as a background for the type impression. 

Consider also the limitless possibilities and impact of typographic 
design as type composition, or type arranged to blend with the 
illustration or decoration on the printed page. All of these 
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relationships combine to produce sensorial effects which are truly akin to other 
great art forms. Now consider the printing of movable type images as 
worldwide communication. Consider the relatively instantaneous and limitless 
volume of printing made possible by typesetting machines, reproduction processes 
and high-speed presses. Consider the varied requirements of printing ranging 
from immediate obsolescence, as in the daily newspaper, to maximum permanance 
required for the preservation of world cultures. Modern printing meets the full 
range of normal requirements, and at the same time utilizes the whole imaginative 
realm of design. Here, then, is the ultimate of flexibility in a communication 
medium to meet both economic expediency and cultural permanency. 

Our discussion hereafter will be confined to two of the basic ingredients of 
printing, namely: TYPE, the symbol of printed communication, and PAPER, 

the receiver of type impressions. Type, although available in many styles, 

sizes and weight variations, is primarily an alphabetical group 

of abstract symbols of sound—nothing more. 

The type symbols in common use today are twofold: 1) the survivals of the 
traditional past; 2) current creations related to the type taste of our day as 
dictated by the designer-users of type. The traditional type survivals 

are uSually the type which carry the burden of the main reading matter or text. 
This is understandable, since all the typefaces produced before the impact 

of industrial promotion at the end of the 19th century were designed 

and refined for book text composition. Each century since the invention of 
movable type has contributed one or more typeface models which have persisted 
and are usable today. Types of our own time have taken on new dimensions 
dictated mostly by the needs of industrial printed promotion. The introduction 

of a new product or the meeting of competition that exists between old products 
depends for success upon what is presented to the public as visual 

printed promotion. This medium of communication expands with the years by 
increased publication circulation and by the greater volume of promotion in the 
form of folders, booklets, packaging and point-of-sale displays. 

Type for all these printed items must supply the style variations, size 

variations and weight and width variations to fit the ever-demanding, 
ever-changing promotional needs. Types with historical nostalgia, types with 
emotional impact, types with maximum clarity of symbol to meet personal 

tastes are continually sought after by those who are responsible for 

creating distinguished printing design. 








Printing technique of the past: For centuries, only rag fiber handmade paper 
was available to the printer. Although in many ways, rag paper was 

not easy to print upon. The impression problem was solved with the 

discovery that dampening the paper before printing greatly increased the 
affinity of paper for ink. Dampened paper had such a high receptivity for the 
varnish medium that each impression removed all ink from the form with each 
pull of the press—thus insuring a clear, precise imprint every time. 

This technique has prevailed to our own time. Private press printing, 

with time as no object, is still practiced in this traditional 


manner on a hand press. However, hand presses, hand inking and hanging sheets 
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up to dry after each impression vanished into oblivion as a commercial 
technique when the need for volume printing dictated a new technology. 

Printing today: Modern printing technology has become complex beyond belief. 
Yet the theoretical requirements for printing which pleases the eye and 

informs the mind are basically simple. These requirements are: 

1) a well-designed type, tastefully arranged or composed; 2) properly inked 
printing forms, clearly impressed on the paper; 3) paper selected to fit 

all the requirements, both esthetic and technical, for the printing process being 
used and the printed effect desired. A well-designed type tastefully 

arranged or composed: A well-designed type, tastefully arranged, suggests the 

whole of typography. Although type pre-exists, selection is necessary, and 

usually there is but one type which meets the exact requirement for a given need. 
The modern type arrangement calls for combinations of type, combinations of 
size, combinations of weight and, occasionally, combinations of style. 

Selecting types and arranging them properly is a graphic designer’s function. 

The selecting of type is an esthetic problem in the initial stages, 

but becomes a technical problem in the final stages of production. 

The graphic designer must therefore understand both problems. At the production 
stage, well-designed type means clearly legible letters, regardless of size 

or style. However, it is within the type designer's skill to control 

legibility in relation to type styles and type sizes. For example. 

an extremely small size type, or a type intended for continuous reading, must be 
designed for maximum legibility. A larger type, intended for intermittent reading, 
could be designed for maximum attention value with lower legibility. 

Knowing these requirements, the graphic designer makes his selection accordingly. 


Properly inked forms, clearly impressed on the paper: The requirement of 

the perfect printed impression is to put an exact amount of ink on the form and 
take it all off with each impression. The exact amount of ink needed ‘is 
determined by the receptivity of the paper, which determines the amount of ink 
needed to cover the impression area. Taking all the ink off with each 

impression prevents ink build-up and, therefore, results in a clear, clean impression. 
The amount of ink needed for each impression can be controlled 

mechanically since modern presses are equipped with adjustable ink 

fountains and vibrating and distribution rollers to place the exact amount of ink 

on the form. The variables which cannot be controlled by the mechanics of the press 
are those having to do with the exact height of the entire printing form to paper. 
Since any printing form is composed of a great many units, type and “cuts,” 
the possibility for variations in height is multiplied by every unit in the form. 

In order to obtain a clear impression on paper, it is necessary to apply 

makeready to the packing on the press cylinder which produces an even 
pressure of the paper over the entire printing form, resulting in clear 
impressions with each cycle of the press. 
Paper, the ideal printing surface: All commercial printing today is produced by 
one of three major processes, namely: 1) letterpress; 2) offset lithography; 

or 3) gravure. The printing process dictates the kind of papers which can be used 
successfully, but the quality of the paper in a large measure determines 

















the success of the finished printed result. Upon examining the three 

printing processes, we find that letterpress, the oldest method, allows type and 
line cuts to bite into the paper, thus emphasizing the weight of the various lines 
over their actual dimensions. Almost any paper is suitable for type and line 
printing surfaces, but it should be expected that hairlines will increase 

in weight materially. Early types with hairlines, such as Caslon and Bodoni, 

were designed with this increase in mind. When halftone plates are combined with 
type for letterpress printing, the requirements change due to the multiplicity 

of minute ink traps caused by the halftone screen. It is possible to print 
halftones, with dots small enough for continuous total effect, on anything but the 
smoothest plate-finished or coated papers. Since type hairlines suffer when 
printed on such smooth-coated papers, the types combined with halftones 

must be ones which will print sufficiently strong on smooth paper. 

The offset lithography process allows greater latitude. Lithography being 
planographic, there is no impression bite into the paper; and since 

the image is offset from a rubber blanket onto the paper, there is enough 

“give” in the blanket to compensate for most textural surfaces. 

The virtue of gravure, an intaglio method, is its richness of tonal and color 
effects. Sheet fed gravure accommodates itself to many varieties of reasonably 
smooth-surfaced papers, while rotogravure is confined to those papers which are 
manufactured in rolls for rotary presses. One of the disadvantages of gravure 

has to do with type. Since the type in gravure is screened in the same manner 

as the illustrations, the edges of the letterforms can never be sharp 

since they are serrated by the screen. Type for gravure printing, therefore, 

always must be of a sturdy nature; types with thin hairlines cannot survive. 
Selecting the right paper for each printing problem is no less complicated than 
selecting the right type. Paper manufacturers are just as aware of this 

critical decision as designers, and they consistently contribute to the successful 
marriage of type with paper. Through research and constant vigilance, 

such physical and esthetic qualities as strength, dimensional stability, opacity, 

ink receptivity, smoothness, whiteness, etc., can be built into a single sheet 

of paper and maintained throughout the manufacturing process. 

Textures of all sorts, ranging from very coarse to highest possible smoothness, 
can be made with perfect uniformity in a wide range of weights. Color can be 
controlled from the purest blue-white through the softest pastels to the richest solids. 
As a further service to the designer of printing, the paper manufacturer 

is the first to exploit the possibilities of its papers by preparing and distributing 
distinguished printed examples on a variety of surface textures, weights and colors. 
With these samples the designer is never at a loss for exact visual information 

to guide him in selecting the correct paper. Since the full attainment 

in printing is brought about by the successful combination of type, ink and paper, 
it should be observed that paper, the living area of the printed image, can lift 
the final result to progressive heights of excellence by its own visual and 
tactile qualities. 

Mr. Middleton originally prepared this material for the Kimberly-Clark = 
Corporation in a booklet entitled “Type and its Relation to Paper.” 
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By Domenico Mortellito, design advisor of the Advertising 


Department at E. |. du Pont de Nemours. 


A small group of individuals in the Du Pont Company 
directly concerned with the challenge of exploring 
and developing the applications of color and paper 
are members of what we call a “Color Council.” | 
am chairman and creative director of this Council, 
and the other councilmen consist of a specialist in 
paper technology, a dye sales promotion representa- 
tive, a market researcher, a printing specialist, a 
graphic designer, and an advertising man. Their 
widely divergent points of view are brought to bear 
on the problem of paper as a communicator. 

Out of our meetings have come the series of steps 
that have made up a research and marketing program 
for colored paper. When the designer waxes too 
enthusiastic, the printer is there to bring him back 
to earth. When the technical man gets carried away 
with an idea, the salesman is there to pull him back. 
The experience of each is there for all to draw on. 
The Color Council has no desire or interest in estab- 
lishing dogmas, cliches or standard practices. Rather, 
we are intensely interested in encouraging, inspiring 
and expanding explorative, creative efforts with paper 
to the extent that it will become increasingly com- 
municative in its every use. 

We have sponsored a survey to find the answer to 
this question: Since people are demanding more 
color in their homes and cars, in motion pictures and 
so on, why has colored paper been used to such a 
limited extent? We addressed the question to leaders 
in the graphic arts field. 

We found that the main specifiers of paper—the 
decision makers—were the commercial printers, com- 
mercial artists and agency art directors. These were 
the people interviewed on a national scale. The final 
questionnaire contained 88 questions for printers and 
70 for artists and art directors. 

When the results were tabulated, the answer to the 


initial question began to take shape. The specifiers, 
although they wanted to use more colored paper and 
felt that they should be using more, didn’t because: 
. . . They were bound by force of habit to white 

. . . They thought of color as something to be printed 
on paper 

. . . They had doubts about how things printed on 
color paper would look 

... They thought they couldn’t print halftones satis- 
factorily on anything but white stock 

... They believed type matter would lose legibility on 
color. 

Equipped with this knowledge, the Color Council set 
out to test some of the theories uncovered in the 
survey: Is printing on colored paper less legible? 
Are halftones on color undistinguished? What hap- 
pens to colored ink on colored paper? 

Out of these tests came the Council's first empirical 
research project, the “Color on Colored Paper/ 
Criteria.” Six different deep-toned colored papers 
and white were specially manufactured for this 
demonstration. Three of the papers were in the 
primary colors—cyan, magenta and yellow; the others 
were in secondary colors. Black ink, plus three 
colored opaque inks, were developed to match the 
primary colored papers. 

The inks were then used to print by offset all the 
papers—type in various faces, solids and screens of 
the colors, halftones and duotones, reverse type, and 
so on. A graphic arts man looking at the criteria 
knows, for example, how cyan ink looks on magenta 
paper—in solid, screen, and in type. 

We offered to print this Criteria, using the same 
offset plates and same inks, on commercial papers 
made by the paper industry. A number of paper 
merchants have taken us up on it and we’ve supplied 
them “Color on Colored Paper/Criteria” at cost, 
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This four seasons calendar celebrates the intimate relationship of the artist's work to the pulse beat 
nature. Her rhythms, her lines and forms guide his hand. Her infinite patterns freshen his eye, h 
prodigal colors tease his palette. It has been suggested that the natural world is the only sour 
the aesthetic sense. The most abstract, the most cerebral art is still informed by the real, the orga 
the living world of nature. Ebb and flow, restriction and bounty, light and dark, open and ¢ 
wide and narrow, tall and short—suspense, release, cessation, shock. These realities find av 

immortality through art. The creator and the beholder touch and understand through the vm 
Words often fail them, but they share a bountiful vocabulary—their common experience in nate 





To advance the month: slide the inner sheets toward the left until you bring the new month into 
To advance the season: slide the top sheet completely out and move the new top sheet for the wm 
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printed on their own leading lines of colored paper. 
During the time that the Criteria was being printed, 
a unique experiment was performed. In the face of 
existing bugaboos and recognized unorthodox print- 
ing procedures, our printing specialist and | spent 
a full day at the plant doing fundamental research 
of color printing on colored paper. We tried printing 
four-color process plates on colored stock, coated 
and uncoated, and on deep colors as well as bright 
ones. We also experimented with four-color process 
printing on black papers. Needless to say, this re- 
sulted in a reinvigoration of interest not only for the 
designer, but also for the reluctant pressmen who 
have since become colored paper addicts. 

Under Color Council auspices, demonstrations in 
the creative use of colored paper have been run in 
a series of insert advertisements appearing in leading 
magazines. Saul Bass, Leo Lionni, Tomi Ungerer, 
Sol Mednick, Semour Chwast, Paul Rand, and Bob 
Gill are some of the creators of this unique series 
of exercises in the exciting application of color to 
design problems. They have opened new avenues of 
exploration for themselves and other designers. 
The graphic designer/advertising man duo on the 
Color Council has collaborated on a regular publi- 
cation for the graphics field called “Design and 
Colored Paper.” There are two of these a year, and 
the fourth one—a four-seasons calendar—was pub- 
lished this past spring. Again, the intent is to sug- 
gest new horizons in the creative use of paper. 

The first edition was an exercise in restraint. Black 
ink was used throughout; only the paper was changed 
to vary the mood and effect. The second came to 
grips with a familiar problem—the use of four-color 
process photography subjects on colored paper. The 
third treated paper in its symbolic sense—the yellow 
of the Yellow Pages and ticker tape, the blue of the 
old cigarette tax stamp, the familiar red on a theater 
ticket. 


Finally the results of our original survey, along with 
the advertisement series, “Design and Colored 
Paper,” and additional examples of experimental 
printing of four-color process on colored paper have 
been exposed to audiences of paper manufacturers, 


paper merchants, artists, designers and printers all 

over the country. The Color Council sales promotion 

representative has repeated the story before 87 

audiences totaling nearly 10,000 persons. 

Especially pleasing to us has been the excellent 

reception our efforts have met. “Design and Colored 

Paper,” for example, has brought enthusiastic letters. 

And, in a recent mail survey, three-quarters of the 

graphics arts people who receive it said they were 

using more colored paper as a result. 

As for what will be on the agenda at the next Du 

Pont Color Council meeting, these are some of the 

matters we will have up for discussion: 

1. Review the use of combinations of opaque and 
transparent inks on colored and white papers. 
Set up criteria for differences which can be ob- 
tained by changing the rotational printing se- 
quences. Suggest potential uses of these tech- 
niques for art directors and printers. 

. Explore the use of light inks on dark papers, 
white inks on white papers, tints and metallics on 
tinted papers. 

. Explore three-dimensional use of colored paper 
for displays, packaging, and other new uses in 
food, shelter and clothing areas. 

. Explore new textural, tactile and other sensorial 
effects which might be achieved by printing with 
inks and other synthetic media. Also, check 
watermark and embossing devices as they might 
provide new techniquesein the graphic arts. 

Of course, at every Color Council meeting there are 
more items on the agenda than we have time to 
discuss. But | can guarantee that at our next meet- 
ing, as at all our meetings, we will be stimulated 
and challenged to cross new frontiers in our search 
for more paper knowledge. 
It would be impossible for me to exaggerate the 
potential, the excitement and the limitless creative 
opportunities in this area. | suggest only that one 
must understand the versatility and dynamic possi- 
bilities of papers and ink in combination; one must 
exhibit courage and conviction in their use; and one 
must remember always that paper is important and 
highly expressive. 
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PAN AMERCCAN 


WORLD'S MOST EXPERIENCED AIRLINE 
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PAPER & PHOTOGRAPHY 


By Chester Kronfeld, Chief Photographer for Pan American Airways. 


Speaking of paper, | am reminded of the observation once made 
about a newspaper: Countless sums of money are spent on men and 
machinery to produce it; the best minds are secured at high cost to 
report, edit and analyze the news; and when this product composed 
of great talent, wealth and precision instruments is completed, the 
final job of getting it into the hands of the reading public is com- 
mitted to a small boy on a bicycle. 


With only a slight stretch of the imagination it is possibie to draw 
an analogy between expensive newspapers left to the care and dis- 
tribution of a small boy and photographs left to the care and repro- 
duction of a small paper. “Small,” in this case, meaning something 
inadequate, not big enough to do the job. 


Such are the circumstances, unfortunately, in many cases where a 








v ‘raed, 


A) dei 
Mes Sa 





professional photographer's best work, especially 
in color, reproduces badly because, while all other 
factors receive meticulous care and planning, the 
selection of the paper to be used is the last and 
least of the considerations, if it is considered at 
all. Many a fine picture, conceived with imagina- 
tion and executed with professional skill, comes 
out looking like scrambled eggs simply because it 
falls victim to a misguided philosophy which says: 
“Paper is paper, and a good picture will reproduce 
well on any surface.” 


The truth, of course, is the paper is not just paper. 
In the recreation of vital, lively pictures, the 
choice of paper is as integral a part of the total 
procedure as snapping the shutter. The world- 
famous Pan Am calendar, for which | have been 
serving as chief photographer for nearly ten years, 
proves it. The first Pan Am calendar was produced 
in 1943, an issue of 40,000. This year, the calendar 
reached a circulation of nearly 2,000,000 and was 
printed in ten languages. Brown & Bigelow, St. 
Paul, Minn., handles the printed and | work closely 
with them on the reproduction of the photos, all 
of when are 4 x 5 Eastman Kodak Ektachrome 
transparencies. 


These Ektachromes retain all the lifelike qualities 
of the various exotic scenes | shoot for the cal- 
endar. The colors are true and gem-hard in re- 
production, and the pictures, in transparencies 
are faithful copies of scenes of this beautiful 
world of ours. 


The transition from transparency to paper, how- 
ever, was initially a problem. The sharp, true 
colors of my transparencies literally “washed out” 
on the paper, making them just pretty pictures 
and not the living, inviting world scenes which 
stir interest, and even more, a desire to visit, to 
see the places in person, which is of course the 
ultimate purpose of the calendar. 


In reproducing transparencies, the biggest prob- 
lem is to achieve a “you are there” feeling in the 
final printed product. This can be accomplished 
only if there is light reflecting from the paper 
itself through the picture. Unfortunately, inks by 
themselves are not capable of creating the life- 
like sensation of transparencies. The paper on 
which they are printed must do the job. 


In 1958, Brown & Bigelow specified the addition 
of an optical brightener to the paper. This pro- 
duced a much whiter, brighter paper and the 
results from the standpoint of photographic re- 
production were startling. The Calcofluor-treated 


paper reproduced the scenes with the same color 
and detail in which they were conceived. 


Further, the Calcofluor-treated paper allowed me 
to take a more unconventional approach toward 
my assignment of photographing the beautiful 
sights of the world. 


Shooting into shadows, for instance, became less 
of a _ photographer's nightmare because the 
brightener-treated paper allowed for the variance 
in exposure without “washing out” picture high- 
lights. The striking effect of snow-covered moun- 
tain peaks that sink into deep valleys could be 
reproduced on bright white paper with both the 
sun-drenched snow and the deep blue of the 
valley shadow held in perfect, clear, transparency- 
like contrast. 


This bright-white paper allowed me greater flexi- 
bility in other ways. | had been trying more and 
more to get away from shooting with the sun 
directly to my back, with its concomitant flat 
lighting. What | wanted to do was shoot with side 
or back lighting. This helps outline individual 
figures against a given background. 


The picture for September on this year’s calendar 
is, | think, a good case in point. The scene is 
Lake Louise in the Canadian Rockies. Although 
the sun was almost directly overhead at the time 
of the shooting, it cast sufficient light toward the 
horizon to place a source of illumination ahead. 
The snow-capped peak of the central mountain 
range is flanked by two tree-shadowed ranges. 
The bright white of the snow reproduced bril- 
liantly, contrasting sharply with the striking blue 
of the sky and the green, shadowed mountains on 
either side. 


Without the extreme whiteness of the paper, how- 
ever, the mountain peak would tend to blend with 
the blue of the sky and fade into the shadowed 
area of the other mountains. 


It is a beautiful scene, and it is gratifying to me 
that its beauty carried over from eye to camera 
to transparency to paper. 


1 am constantly “on the go,” travelling around 
the world, looking for pictures | feel belong among 
the scenic wonders for which the Pan Am cal- 
endar is famous. And, when necessary, | now 
shoot into the shadows and even into the sun, 
taking pictures with the full knowledge that what 
| get in my camera will appear on the calendar, 
thanks to paper improvements that give color 
pictures the same quality as transparencies. 
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: letterhead design is almost above criticism—except that it 
} lacks distinctiveness and interest. Creation of a brand mark 
(below) enabled it to achieve individuality in its letterhead. 
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& LETVERDEADS 


The letterhead is the basic communication 
tool of business. But beyond its function of 
providing an economical and efficient means 
of transmitting information and ideas, it 
possesses the potential of creating favorable 
impressions, of building prestige, for its user. 


That’s where the talents and skills of the 
designer, the printer and papermaker are re- 
quired. It demands the best from all three 
to take advantage of this potential, to turn 
it into reality. So... on to letterhead de- 
sign fundamentals—with a brief, but so im- 
portant pause, to state the most significant 
fundamental: 


The design should be in keeping, should be 
compatible, with the nature of the user's 
business or service. 

FUNDAMENTALS: So you're going to design 
a letterhead for some company! Chances are 
you have some feeling about this company 
through association, or study of its graphics 
as represented by ads, literature, packaging. 
It could even be that a knowing ad manager 
contributed a thoughtful idea or two. Almost 
for certain, at least a few ‘‘do’s” and “don'ts” 
have been itemized by your client. 
Regardless of restrictions, or lack of them, 
some design disciplines exist which, if en- 
forced, are apt to prove real blessings. There’s 
no evading the so fundamental rule of de- 
signing in context with the nature of this 
client’s business or service. You want to go 
beyond that, of course, and graphically ex- 
press its personality, its character. You are 
seeking individuality without resorting to the 
bizarre. 


Functional simplicity. It might pay to write 
it on your layout pad. Organize the elements 
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with which you must deal. Logic does not have to 
get in creativity’s way. Company name—what it 
does—number, street, ctiy, zone, state, telephone 
number. These are the “vital statistics” with which 
you start. These are the primary elements and 
should be respected, and treated, as such. 





The sequence of these elements provides plenty of 
latitude without violating simplicity and logical 
presentation. Perhaps you have observed the 
highly successful arrangemnt of “who” and “what” 
at the top, “where” at the bottom. Foul-ups are 
usually related to the handling of elements beyond 
the “vital statistics.” These are secondary ele- 
ments, often better discarded, but sometimes 
valid. If present in your design problem, relegate 
them to a position of secondary importance. Don’t 
let them get mixed up with your primary elements. 





Listings of branch offices, officers and directors, 
products—these are the babies that muddy the 
water. Especially if you attempt to handle them 
vertically. An invariably happy solution is to run 
them across the top or bottom of the sheet in long, 
horizontal lines. Through logical consolidation of 
all elements with which you must contend, you 
achieve a cohesiveness that is not only pleasing, 
but also functionally good. 


The individuality, personality, character for which 
you are striving may be present in an existing logo, 
trade mark, product or package illustration. Or you 
may have to create it through other means which 
will be discussed. 


TYPOGRAPHY AND LETTERING: This is a subject 
approached with more than a modicum of trepida- 
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A quick glance shows that the nature of | 
i the foundry business is not conveyed 
by the above design. That Sampson 
castings are strong and accurate is 
quickly expressed by the version (right). 
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Organization of elements (or lack of it) 
results in confusion which reflects 
unfavorably on the user (above). Dis: 
tinctiveness and chaos are not to be 
confused. Arrangement of elements in 
the design at the right is logical and 
pleasing. 
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tion, because what there is to say is so patently 
obvious. Yet, a casual observation of letterheads 
will show that most of the typographical trespasses 
encountered are obvious ones. Carelessness is 
usually the cause. 


You have doubtless seen letterheads where talent 
and skill were exhibited in handling the company 
name, but secondary copy was treated with the 
finesse of a bulldozer. A letterhead is such a pure 
hunk of design that there are no hiding places for 
faulty conception or sloppy execution. 


Type and/or lettering spell out more than names 
or words. They deliver impressions that can range 
from excellent to horrible. You may capture the 
inspiration of your creativity, at its very best, in a 
visual sketch; but unless you follow through with 
painstaking care on the selection and execution 
of lettering and type, the finished product will 
bear little semblance to the original concept. 


Here are some selection and execution principles 
that are offered not in a spirit of dogmatism 
(dogmatism is a real inhibitor of creativity), but as 
a guide to better letterhead design: 


SELECTION: 1. Type and lettering must be in har- 
mony with the user’s business. Bold, masculine 
styles for capital goods; medium for consumer 
durables; light, fine, fancy and even fussy for 
fashions-cosmetics; traditional and not too heavy 
for financial-insurance. 


2. Where company name is the dominant design 
element, distinctiveness is most desirable, letter- 
ing often indicated. 
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3. Where other elements—trade marks, products, 
etc.—are dominant, simple type faces (like the 
sans-serifs) avoid conflict or competition between 
design elements. 


4. Don’t use “fad” type faces or “tricky” lettering 
styles. Their life is short and seldom sweet. 


5. Don't use a variety of different type or lettering 
styles in a single design. Change-of-pace—desir- 
able for contrast and interest—can be best 
achieved by staying with one face but using it in 
different sizes, weights and all caps, upper-and- 
lower combinations . . . with restraint. 


6. Obvious but vital: type faces and lettering 
styles must be legible. 


EXECUTION: 1. Beware of wrong fonts, broken 
characters. 


2. Avoid crowding. Letter-spacing is often essen- 
tial. But be careful, be discreet. Preplan, because 
lengths of copy lines affect overall design appear- 
ance. An over-spaced line will fall apart. 


ILLUSTRATIVE TECHNIQUES: If the reason for 
using an illustration is valid, splendid is your 
opportunity for achieving individuality. Illustra- 
tions for line or tone reproduction—with their 
multiplicity of combinations and variations—offer 
the designer a wide choice. Selection is deter- 
mined by which technique best expresses the 
basic design concept, within, of course, the limita- 
tions of the reproduction process and budget. It's 
a creative-mechanical consideration. 


COLOR: The use of a second color contributes so 
much to most letterheads that it more than justi- 
fies an additional, modest cost. However, if your 
client won't buy this, make the best of it by 
screening your single color to at least approxi- 
mate a two-color effect. 


There are situations where single color use is 
not dictated by economy. Tradition and ethical 
considerations in the legal and medical profes- 
sions influence the continuing use of a single 
color. Furthermore, the stark simplicity of pro- 
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fessional letterheads obviates the need for a 
second color—no brand marks, no products, no 
packages. But the professional letterhead doesn't 
always have to be a black-and-white; dark gray, 
dark blue, or burgundy may be used. 


Back, now, to the case for a second color. Prop- 
erly selected and utilized, it makes a letterhead 
more attention-compelling; provides needed con- 
trast; permits concentration of emphasis where 
needed; contributes a tangible esthetic value. 


Selection is determined by so many factors that 
guidance is difficult. More and more companies, 
in recognition of the importance of corporate 
identification, are standardizing on a color, or a 
color combination. In any event, colors should be 
compatible with the nature of the user's business 
or service. 


Color use lends itself to some guidance, but not 
to hard and fast rules. Where copy elements are 
at a minimum, the second color can be used 
sparingly. Perhaps in just a brand mark. When 
you must contend with considerable copy, it is 
likely that you'll want the second color to work 
harder to help secure needed contrast ... to 
visually separate primary from secondary ele- 
ments. 


Very often, using a pure color (like black) with a 
neutral (light blue, tan, green, etc.) prevents con- 
flicts, assures contrast. Black doesn’t always have 
to be your pure color. And don’t forget the device 
of screening both your pure and neutral colors. 
Don’t overlook, either, the opportunity of creating 
distinctive colors. There's no requirement for 
using inks as they come out of the can. 


Good taste and common sense are mighty handy. 
Applying them to color selection and use in letter- 
head design will produce gratifying results. 





The material in this article has been excerpted 
from the Whiting-Plover Paper company’s ‘Work- 
book of Creative Letterhead Design.” 
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TO PAPERS 


At Monogram Art Studio, New York City, paper is considered a 
vital, integral element of design. “Paper receives the same con- 
sideration that | give to illustration, typography, photography 
and every phase of design,” says Tony Zules, executive art direc- 
tor of Monogram. He says that the proper paper will give a 
proper atmosphere for the design to live in. Texture, weight, 
and color all add to the emotional impact of the layout and 
anything that contributes to the message naturally deserves a 
great deal of attention. Since the feeling that the paper trans- 
mits must be consistent with the printed message, the choice 
of paper will be determined by subject matter, corporate image 
and purpose of the printed material. Outside of the visual and 
physical appearance of the paper chosen, a thorough produc- 
tion knowledge of paper is essential to extract the utmost from 
present reproduction facilities and processes. 

Each of the examples on this and the following pages are 
samples of past and present Monogram work in which the paper 
used, or the way that it was used was especially important in 
achieving a desired result. 











(Above) Paper sculpture by Jerome 
Kuhl gave 3-d effect to Alcoa ad. (Right) 
A festive design makes this ordinary 
shopping bag for Chase Manhattan ap- 
pealing to customers. Equitable HandE 
Bag in three colors. 







Open your cloud-chasing 
full interest savings account at 


THE CHASE MANHATTAN BANK 
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(above left) Paper construction. In a film 
strip produced for Ford dealers, these 
paper doors were opened one by one to 
reveal the television shows the auto maker 
would be sponsoring in the coming season. 
Artist: John Alcorn. (above) Announcement. 
Monogram’s move was heralded by this 
clever mailer. The photo, shot in the Sixth 
Ave. subway, shows president Art Schlosser 
at the controls. Outside of piece is white 
Kromekote cover printed on matte side. 
Art director: Tony Zules. 
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NONOGRAM ART STUDIO INC. AND MONOGRAM-GORDON ASSOCIATES HAVE MOVED TO 
100 AVENUE OF THE AMERICAS. NEW YORK 36. NEW YORK= TELEPHONE MU 7-7850 
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New Year's “Card.” A far cry from the traditional 
season’s greeting was a cardboard cylinder created 
by Monogram-Gordon. The novel cylinder con- 
tained a long scroll which, as it unfolded, re- 
vealed a series of humorous line drawings. A sec- 
tion of the scroll is shown. Artist: Jerry Martin. 
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(left) Magazine ad. These delightful paper sculptures, 
by Jerome Kuhl, were used to give a three-dimensional 
effect to the Alcoa aluminum products shown in ad. 
(top above) Brochure. Produced for Alcoa, this book- 
let was printed on the client’s product, aluminum foil. 
Art director: Frank Mayo. (above) Direct Mail. “Prog- 
ress on the Potomac” is the series of booklets pro- 
duced for West Virginia Pulp and Paper, telling of 
the expanded facilites and resources at company’s 
Luke, Md., mill. Chapter Two, shown here, was litho- 
graphed on Westvaco’s Sterling Offset Enamel. 
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6 The desiqner 
and the artist 

seek to find 

im paper 

a distinctiveness 
and quality 

for their 

creative expression, 
Imaginative surfaces 
and exciting color— 
that epitomize 

the taste and trends 
of designers today— 
give substance 

to all types 

of layouts 


and treatments ae 
S. Neil Fujita 
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day has passed when printing can get scant attention. 
marketplace is crowded with pieces asking for a 
look or careful reading and there is often little time 
careful reading. In this short time, only a few will be 
honored and these few must be compelling. It is to 
end that excellence in creative design must be the 
light. 
belief in the importance of creative design to carry a 
to the American public is the very heart cf the 
Paper Company’s philosophy. However, the 
is no new discovery for this New England com- 
which manufactures artist papers, board, and print- 
papers which due to their unusual texture and colors 
them an integral adjunct to design. As early as 1890 
company began producing Paper Portfolios which 
help the specifier to use paper more effectively. 
keep these ideas as advanced as possible they went 
the leaders in the field to design the portfolios. Over 
years the roster has included: Adolph Triendler, F. G. 
, Lester Beall, Walter Van Bellen, Will Burtin, Peter 
ing, George Samerjan, Saul Bass, Noel Martin, and 
Their assignments have been to come up with 


new and striking visual effects which are possible through 
imaginative production planning. And their solutions are 
shown in a portfolio-mailer which is based on the theme 
of “creativity” and centered around the Strathmore slogan 
that “Paper is Part of the Picture.” 

Another important part of this creativity program has been 
the Strathmore Expressive Paper Creative Planning Kit, 
designed by Ben Nason of Boston. This kit includes five 
stocks, designed to appeal to creative people, packaged in 
folders with a color swatch on the outside for easy identi- 
fication. The purpose of the kit is to give the artist and 
designer an opportunity to express their layouts more 
completely and see how the piece will be likely to appear 
in final form. 

To further carry out this promotion program Strathmore 
has come up with the idea for a Sales Promotion Seminar 
which is devoted to showing paper merchant personnel how 
they can help customers use their products to greater 
effectiveness. 

Some of the more recent examples of Strathmore Designer 
Portfolios and the designer’s views on paper, appear with 
this article. (Above) Designers’ Letterhead Papers kit. 
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COLOR: Today we live with it as familiarly as with our morning paper. We expect it. We accept; 
react to it at once without stopping to think about it. ®@ Through the ages, men have used color t; 
ence other men—to evoke images, create moods, obtain certain results. Witch doctors and psy 
gists have known the importance of human reaction to color. The repeated use of certain colors 

resent certain ideas has given them the significance of language. Color can arouse, impel, a 
announce. ®@ It is this rich expressiveness of color that Strathmore has introduced into its text anj 
papers to make them a vital means of communication in graphic design. Whether the probley 
speak boldly or softly, Strathmore colors speak with authority. 


coVor, colour (ki’ér), n._ [ME., fr. OF. color, colour (F. lengths betwe ping relations are those for an individual ing, resultinging 
couleur), fc. k color; akin to L. celare to conceal. See =o distinc’ Myon | ihe corresponding enemas particularly, x 
mett.] 4 1. A quality ot visible phenomena, Catinrt from eneray all of considered as reduction systems de- 
orm and from = shai such as the red 0} ’ arises irom ° . ° ° 
the blue of the sky, the green of grass. lengths which acts of (gichromatic anaivels Brora 
2. Psychophysics. A sensation evoked as a specific re- have white, q assumes that t ere are three cinentast 
sponse to stimulation of the eye and its attached nervous or rather ener tinal processes, giving rise to senators 
mechanisms by radiant energy of certain wave lengths and OF a grating, 2 (chlor) and’ + fiyin s ris that all other 
intensities. Color may be regarded as a psychological gate are so j white, are blends of these. Another 
category; it can be described and specified in terms deriv- (th 7 p pagetess Hemonstrated peculiarity of chromatic 
able from introspective analysis, without any reference eina urrence in pairs of antagonists called 
whatever to wave lengths, to energy, or to any physical pecemend or 4d Mixture of the stimuli of a pair of 
category; but it is also possible to state the physical corre- exhibits the hues in apy proportions results in marked 
lates of the psychologically determined attributes of color spectively constr ation me though each counteracted = 
and to draw up certain psychophysical relations between between the blues res cf outain proportions all chroma is lost, 
them. All colors are divisible into two classes, the chro- and the reds evok is seen. These and related facts of after: 
matic colors, as reds, greens, purples, browns, and pinks. gap can be complet laptation constitute ‘the chief evidence for the 
and the achromatic, or neutral, colors, including black energies which separ ory, which assumes that there are in the 
white, and the intermediate series of grays. The latter are of the spectrum, eit ro tf of antagonistic sclementary processes 
found to differ from each other only in their degree of re- reflected from an opaq J probabl Bang Hebt-sensitive substances 
semblance to or difference from black (or white). It is translucent one, vary no a, the white-black, the yellow-blue, and the red 
possible to form a series, ranging from black to white, with and brilliance. Thus, fol Pa that senisations of all colors exonct middis 

a median gray at the center differing equally from black and _— off on either side of the h es disturbance of the balance between cataboli i 
white, and with each other gray differing from its immedi- _ the saturation is a minimuf nabolism. Cf. ADAPTATION, AFTERIMAGE. Certain 
ate neighbors by equal sense differences. This seriescan be Complete physical purity of homena of color blindness are’also urged in support of 
made into a scale by assigning an ordinal number to each _ give equal saturations to the co Re Hering theory. Even in the normal eye full color 
gray, either ascending toward the lighter grays from black —_low (575 mu) is far less saturated vision is limited to a small central zone, whereas in a some- 
as zero or ascending with positive numbers and descending _colorimetry, colors are “matched what wider zone blue and yellow can be perceived but not 
with negative numbers from median gray as zero. at their attributes, by colors evoked red and green, and over the greater area of the retina only 
attribute which thus measures the variation of the grays is thetic complex stimuli, not in ge be "distinguished. ese facts plus the prev- 

brilliance; dark grays have low, median gray has __ distribution as the stimulus ord 

medium, and light grays have high brilliance. Chromatic color. In the method of 

colors differ from each other not only in brilliance, but also —_—so-called monpchromatic a 
in hue and saturation. Hue is that attribute in respect to matching stimulus is composed 
which colors may be described as red, yellow, green, or blue, _light, of variable wave length, 
or as intermediate between two of these.’ Hues form a varying proportions. The wave 
natural cyclic series (hue cycle, color cycle or color _ required for match is called the 
gamut). Colors of the same hue and equal brilliance may i 

differ from each other in saturation, that is, in vividness of 





triple receptor mechanism, and that there was originally a color cell. 
process giving rise to white only, which in the course of colo gel 
evolution dissociated in part of the retina into two, blue from its om 
and yellow, and that yellow, in the central zone of the nor- color chart 
mal retina, has dissociated further into red and green. representati 
hue or in degree of difference from gray. In terms of these 3. A particular variety of the above general quality; as, the colors, or the 


three attributes, colors can be arranged in a symbolic tri- length. et is found i a is meth colors of the rainbow. color 
dimensional space (color solid) having the gray series as _ hue is determined (to a first app 4. en ae. the tint yn 4 of good health color cinem 
axis, with median gray at by dominant wave length, sa spirits; ruddy complexion; also, a @ motion pict 
lack and liance by total light. In’ Rm shade, tint, or hue noticeable as being other than 
the center and blac y r 
regarded as normal or prevalent, or other than black, 
white at the extremities analysis, the complex matc 
Fig. 1 di f th 1 h e, Or gray; as, to dress in colors. Specif.: a In foliage, 
(Fig. 1). Correspon ing energy of three wave lengths, h he b The h j f 
to each gray is a plane and the middle of the physica ot ca t 5 ay e hue or comp aap of races 
perpendicular to the axis, which (and the total) are var n other than white (see FLESH, n., 9), esp. of negroes. 
in which lie the points Each of the stimuli so used i hat which is used to give color; a_pigment or dye; 
representing all colors of for the total effect is the su ing matter; as, oil colors ; butter color. 
equal brilliance. In eac : component stimuli when emg _A distinguishing colored badge, dress, or device; 
plane, hue is represented ql set of three homogeneous, , the cognizance of a knight, a rosette or ribbon worn 
clically in the order of , green, and blue lights of sp herents of a political party, etc.; as, the colors of a race 
the hue cycle, and satura- all colors pocnerally can be ma (that is, of the cap and jacket worn by the jockey). colors, increis 
tion is represented radi- due to homogeneous or neg iefly in pl. a A flag, ensign, etc., of a nation flown by color 
ally, with the axial points / called a primary or fund : >, or of a body of infantry artillery, or engineers, as a color 
ays) as reference points additive, fundamental, 4 ent or battalion; also, "the regiment or the service. colors or fat 
of zero saturation. Thus Any impure color (with the ag of cavalry is not called color but standard. . color dime 
=f color = be specified of spectral hue, can be — vend oder implies the National Coles yy tne, Res color doctor 
ing three ordina three primary stimuli erti when both are present. . S. Infantry eS. 
ho (color con- spectrum cannot be so matchi ptile standard or foe. “I fear no colours.” Shak. color domi 
» e SOT hich ace 
ante or dimensions) with one of the primaries ca huse to which one owes loyalty; as, true to his colors, in whicha f 
which are the co-ordinates mixture of the other two. _T! utward show or semblance, esp. "such as covers or color dry 
of thecorresponding point lent to matching the sample 8 the real character of anything; aspect; guise; ap- ‘col/ored, ¢ 
; 
in color solid. By Primaries with a negative qua nce; as, color of law; color of reason. Ct. covor oF color; —olt# 
the extpbiening of arbi- sesative quantities in on : , COLOR OF TITLE. anes eo or Ni 
trary division ints on matical transformations fro! That he should die is worthy policy chroma. 
the scales of brithience and Black three hypothetical elemen But yet we want a color for his death. Shak. foliage, ett, 
EOS att. abr St ar ean ae epee = porters tierce Feist =m. 
ho Jow, medium, high, or very high position on these triangle (Fig. 2) ch... afforded a color for detaining the troops. J. S. Mill. 
very low rilliance”’ means closely resembling which shows in what hade or variety of character; kind; species. 
black; “of low brilliance,” about half way between black proportions the three and women are for the most part cattle of this color. Shak. 
and middle gray; x | medium brilliance, about as brilliant | elementary stimuli T } b 1 
as middle sry; ‘of high brilliance,” about half way be are necessary to eoustios. Tone colori i sep h 
tween middle I. and white; “‘of very high brilliance,” | match each of the oh Aa my oh The tone, Booms an My A ass 
closely resembling white. Similarly, “of very low, satura- other colors repre- etto is a master of color; also, in an engraving or 
tion” means almost gray; “of very high saturation” means _ sented. On this tri- ff f col oduced hiaro- 
hrome, an effect of co! oration produ y chiaro 
very vivid. All hues may be described in terms of the four angle, the eppe- b The quality of being exciting, zestful, or sugges- 
psychologically primary hues, red, yellow, green, and blue, trum locus is b the fancy; imaginative intensity in a work of art; 
w are themselves indescribable in terms of other hues. curve which exhibits harat beh id P 
ue character or behavior; vividness; piquancy; as, 
Thus red-yellow denotes a hue equally resembling, and these relations for oe he color of dd col hi 
’ 1 the color of a romance; to add color to the event. 
differing oumally from, red and yellow. Betweeneachcon- the pare er. See TINCTURE, n. 
secutive pair of the ‘psychologically Pthe establishing of — 4 x — w. An appearance or semblance of a right, author- 
oe seule distances 0 fice, or the like; thus, a, in E d in the 
: ading by confession and avordance it was 








“There was a time and now it’s all gone by...” 


@6 Lach of us has had his share 
of carefully designed pieces ruined 
at the press because 
inadequate printing papers were used. 
Consequently, it becomes an 
integral part of each job to hold out for 
the proper paper as we do 
for fine typography. 
If we are to care about our work, 
this is our responsibility. ae 


Noel Martin 
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PAPER COMPANY 


West Springfield, Massachusetts 
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06 Many papers today are so bland 
they contribute little more 
to a graphic process than a surface 
on which ink may be deposited 
with mechanical accuracy. 
They afford no stimulus to a designer, 
but rather require him to 
exaggerate his textures and colors 
in an effort to restore 
to the printed piece as a whole 
some of the life 
which is missing from the paper. 99 


Joseph Low 
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specialists 
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graphic arts 


industry 


Fix your gaze on a brand new blue-white NORTH STAR— 
Polar Superfine Enamel. Note how its blue-white brilliance 
and exceptional gloss heighten the contrast between the 
spectrum and the jet black of night. The insert was printed 
in two impressions on a conventional single color press, 
running black for one impression and five colors in a split 
fountain for the second impression. The effect is striking: 


full color with unusual snap, produced at minimum cost. 


Oxford North Star trailing-blade-coated papers are distin- 
guished for their exceptional brightness, levelness, polish 
and affinity for inks. When you select paper, consider 
North Star. Your nearby Oxford merchant can meet your 
printing and budget needs from his stock of Oxford quality 
coated text and matching cover papers. For his name, 
drop us a card at 230 Park Avenue, New York 17, N. Y. 


NORTH STAR LETTERPRESS PAPERS 
Polar Superfine Enamel 

(for this insert, basis 25 x 38—100 Ibs.) 
Mainefold Enamel 

NORTH STAR OFFSET PAPERS 

Polar Offset Enamel 

Polar Offset Enamel Dull 

Maineflex Offset Enamel 

Maineflex Offset Enamel Dull 


OXFORD PAPER COMPANY 


SALES OFFICES: NEW YORK © CHICAGO « BOSTON 
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A pioneer in the paper companies’ 
trend toward expanding their services 
to offer the designer more help in cre- 
ative uses of paper is the Mead Corpo- 
ration. One such facility is The Library 
of Ideas in New York where for a num- 
ber of years some of the most stimu- 
lating design exhibits in the country 
have been held. As an example of 
such an exhibit, here is a PRINT report 
on one of the Library’s more recent 
design demonstrations. The subject: 
“Pharmaceutical Direct Mail.” 


Tofrénil” —_—_lighting the road to recovery in all forms of depression 

















8 outstanding clinical advantages 


Peeking through a cut-out of this over-sized envelope is a symbolic gold sun which 
blends with the copy “lighting the road to recovery. . .” The sun also is the main visual 
when the interested physician chooses to remove the glossy-stock piece from the envelope. 
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MODERN PHARMACY .. 


Magazines mailed regularly 

to doctors 

are an important part of many 
pharmaceutical firms’ activities. 
Here is a four color process 
cover shot on Modern Pharmacy, 
a quarterly 

published by Parke, Davis. 


A touch as light as a summer salad mixes throughout this direct mailer about multiple vitamin 
tablets. The art is light, the copy is light. Everything is light except the pizza which forms the face. 
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(Continued on page 71) 
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..fine papers to please the most 
demanding and inspire the most 
creative. Try it and see — whatever 
the purpose, Rainbow Pinetree 
Cover gives you the initial advan- 
tage of a full rangé of dimensional 
colors without the cost. Suitable to 
any creative process or art tech- 
nique. The name of your distributor, 
samples ‘and prices on request. 
ae 


ingext printed by Offset Lithlog- 


aay Pipe. Tree Céver #94 Rain- 
| res % bow. rae in #90 Rose; #97 
lue; #93.Green. Special 

color eee made to order. 


ARTHUR SCHROEDER 4 
PAPER CO., Inc. : 


New York 17, N.Y. 
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_ Aristocort ~ 


therapy 
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The impression of an X-ray caused by photography 
on a Silver-metallic paper makes this piece look 
right at home on a table in a doctor's office. 


This wood-cut art 
{The diagnostic nose is called 
“Consultation of Physicians,” 
and is done by Hogarth. 
The typography and textured paper 
blend with the wood-cut mood. 
Except for the trade name 
and one line, 
all selling copy is confined 
to the back cover. 
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A full color reproduction of a Toulouse-Lautrec is tipped om 
this four-page announcement. It can easily be removed and ug 


Quiet panic virtually 

shoots out from this dramatic photograph with the headline, 
“He felt the crowd closing in on him. . .” 

The product? 

What else but a tranquilizer. 


ss ts Gilled with varied 
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enlightenment from the lotus— > sleep from li Hisatal 


Brings ag without lethargy 


vow and a mee vt! health 
w 


A Buddhist tale about a lotus flower is the theme of this folder as well as the inspiration for the 
trade name, “Lotusate.” The art is aesthetically printed in multi-color on quality textured stock. 
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Start with an Esopus Tint — green, canary, goldenrod, blue, india, ivory, pink or 
peach. That’s one color. 


Pint it with two different inks that give intermediate tones and together make a 
good toned-black. That’s a total of four colors plus the intermediate tones. 


It’s really remarkable, what effective print- 
ing you can get with one, two, three or four 
colors on Cantine’s Esopus Tints. Ask your 
merchant for samples. 


Wine} ESOPUS TINTS 


ESOPUS TINTS TEXT 
Canary, Green, Blue, India, Pink, 
Peach, Goldenrod, Ivory 
Basis 23x29 23x35 25x38 35x45 
70 98 119 140 232 
80 _ — 160 266 


ESOPUS TINTS COVER-BRISTOL 
Canary, Green, Blue, India, Pink, Peach 
Basis 20x26 23x29 26x40 23x35 
80 160 205 320 248 


Made by the Martin Cantine Company, 
Saugerties, N. Y. Since 1888, specialists in 
Coated Papers for offset and letterpress: 
white, tinted, text, cover, bristol, glossy, 
dull, or coated promptly to order. 











Cypress Gardens, Florida. Courtesy Pan American Airways. 


This insert printed on Cantine’s Esopus Tints Canary Text 25x38-8 


Multi-color with two impressions or 


TWO COLORS WITH ONE IMPRESSION 


Cantine’s “Esopus Tints” today offer a wide variety of 
coated papers in pastel shades*. . . bright enough to attract 
special attention yet subdued enough to preserve and em- 
bellish the finest detail of photographs. On an Esopus 
Tint, one ink impression gives a two-color effect; and 


FOR LETTERPRESS 
HI-ARTS VELVETONE DULL 
ASHOKAN ESOPUS TINTS TEXT 
M-C FOLDING BOOK ESOPUS TINTS COVER-BRISTOL 
M-C FOLDING COVER ESOPUS POSTCARD 
ZENA SOFTONE 


FOR OFFSET 
HI-ARTS LITHO C.1S. CATSKILL OFFSET C.2S. 
ZENAGLOSS OFFSET C.2S. ESOPUS POSTCARD C.2S. 
ZENAGLOSS COVER C.2S. ESOPUS TINTS TEXT 
LITHOGLOSS C.1S. ESOPUS TINTS COVER-BRISTOL 
CATSKILL LITHO C.1S. VELVETONE DULL C.2S. 


COATED 


process inks gain exceptional beauty of color and depth of 
quality. 

Ask your Cantine merchant for samples, or write: The 
Martin Cantine Company, Saugerties, N. Y. (Specialists 
in Coated Papers since 1888). 


*ESOPUS TINTS TEXT 
Canary, Green, Blue, India, Pink, 
Peach, Goldenrod, Ivory 
Basis 23 x 35 25 x 38 
70 119 140 
80 — 160 


*ESOPUS TINTS COVER-BRISTOL 
Canary, Green, Blue, India, Pink, Peach 
Basis 20x26 23x29 26x40 23x38 


PAPERS 80 160 205 320 248 
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p PAPER AIDS 
bpPORTUNITIES 


atheir recognition of the designer as a key specifier of paper, many 
ner mills now offer a variety of aids to help him get full use of 
heir products. Among these are: booklets and portfolios on latest 
poduction techniques as they apply to paper; sample books and 
yinted examples filled with new ideas for paper and design; con- 
ests, exhibits and seminars which provide an opportunity for the 
designer and the paper mill to work together towards producing 
r products for both. Many of these aids and opportunities 
appear on the next few pages. For more information on any of 
bmmthese items, please fill out the form on facing page and mail. We 
p will see that your requests are forwarded. 


Simpson Paper awards. 

Printers in five Western 

states received awards in 

the Spring competition of 

the Gallery of Fine Printing 

and Lithography sponsored 

by Simpson Paper Company. 

Entries in the contest were 

rated according to press- 

manship quality, detail 

sharpness and fidelity of re- 

production. Clients, agen- 

cies and printers of winning 

category entries receive en- 

graved award plaques signi- 

FEOWAOD STORY fying excellence of crafts- 

PLYWOOD a manship. Honorable mention 

recipients receive certifi- 

cates. Award-winning speci- 

mens are placed on display 

in the Simpson Gallery of 

Fine Printing and Lithogra- 

phy in Everett, Washington. 

They are also displayed in 

the offices of leading paper 

merchants on the West 

Coast. Some of the winners 
are shown here. (A-1) 
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for further information. 
send in card on page 76 
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Continued from page 77 


Hollingsworth & Whitney Division of Scott Paper awards. A Printing Awards 
Program for craftsmanship of printing on H&W Mobile or Winslow papers 
has been instituted at H&W. One plaque will be awarded for “superior 
craftsmanship” and certificates for “excellent craftsmanship” will be given, 
five in the company’s Eastern division and five in the Western division. 
When the final Awards are made, similar plaques and certificates will be 
awarded to the printer, to the printer's customer and to the H&W merchant 
who sold the paper. In addition, the ten merchant salesmen who sold paper 
to certificate winners will each receive $25. And the merchant salesman 
who sold paper for the top award will receive $50. Each entry will be judged 
first on the excellence of printing, and second on the basis of graphic 
design. Final judging will be made by an outside committee of printers and 
graphic arts designers. Winners will be announced in December. Deadline 
for all entries is September 30, 1961. (A-2) 


Page 78 PRINT 


Mead Papers awards. Now in its twelfth 
year is the Mead Company’s annual 
“Award of Excellence” contest. The award 
is given monthly to the printed piece 
judged to be outstanding during that peri- 
od. Annually, the monthly winners are 
automatically entered in a sweepstake- 
type competition and a Grand National 
winner selected. This year’s winners are 
presented here. (A-3) 


for further information, send in card on page 76 
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“BIRCH Woops,” 
A LITHOGRAPH BY 
R. W. WOICESKE 


Dhe uniformly receptive surface of Navajo Jext and Cover 
insures a maximum of printed effect with minimum make— 
ready on the press. Pure, natural white in both the text and 
cover weights and twelve effective colors in /Vavajo Cover. 


PRINT 
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(Continued from page 7% 


Page 80 


Champion Paper and Fibre Company exhibit. A de- 
signer, an art museum and a paper company—This is 
the combination behind the exhibition of the work of 
Ladislav Sutnar which opened at the Contemporary Arts 
Center in Cincinnati. The exhibit was planned by the 
Center and sponsored by the Champion Paper and Fibre 
Company. It marks one of the first times that a large 
industrial firm has sponsored a purely educational ex- 
hibition in which there has been no product identifica- 
tion. According to Allon T. Schoener, curator at the 
Arts Center, “The guiding premise of the working rela- 
tionship between the Contemporary Arts Center and 
Champion Paper was that this exhibit should be planned 
as an artistic enterprise which demonstrated the highest 
possible standards of aesthetic excellence, and that it 
should have educational value for everyone who is con- 
cerned with the fields of graphic design, printing and 
papermaking. The Center, guided by this policy, worked 
directly with the designer in planning and producing 
this project.” Some examples of the techniques used 
for exhibiting Mr. Sutnar’s work appear here. (A-4) 


for further information, send in card on page 76 
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es paper; builds nests out of it. 
ping it for millions of years. 
Rene Antoine Ferchault de Reaumur said so. 
the news, the wasps livedit up. —~ 
id the entomologists. 
Chinese (they thought T’s’ai Lun invented the stuff). 


fa : coumtayg th pr Se, G., Dundee, OLim 
‘Us paper is a personal thing, too - 
hiting-Plover paper craftsmen aren’t wasps. 


OINT We take great personal pride in our craftsmanship. And craftsmanship is the result of 
pexperience, dedication and training; a painstaking, step-by-step endeavor. Some people work 

little harder than others. At Whiting-Plover we constantly seek ways to improve Plover Bond. 
sn't easy. But some day it might be possible to make it better. 


‘four original letterheads are examples of creative craftsmanship by artists, printers and fine 

makers. Printed, of course, on Plover Bond. Unmatched press performance—lies flat; defies curling. 
er Bond. Prideful result of the finest raw materials, the ultimate in craftsmanship and the 

z aking water in the world. It’s visibly better. 
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When you demand a visibly better 
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WHITING- PAPER COMPANY STEVENS POINT, WISCONSIN 


















































Akron, Ohio....... The Alling & Cory Company Indianapolis......... The Chatfield Paper Corp. Orland@,....-<. +4.GrahamJones Paper Compony/ 








ROE, cs sawnke The Whitaker Paper Company Indianapolis. ...MacCollum Paper Company, Ine. Phitedelphic...."...,\ SSehuyikill Paper Compony > 
Baltimore.......... The Boxter Paper Company Jackson, Miss.......... Central Paper Company Philadelphia... <Wilcox-Walfet-Futlong PaperCo; 
Baltimore.......... The Paper Supply Company Jacksonville, Fla..Graham-Jones Paper Company Phoenix:..2.. 2,-4.4 Zellerbath- Paper Company } 
Bethlehem, Pa..Wilcox-Walter-Furlong Paper Co. Kansas City, Mo.....Midwestern Paper Company Pittsburgh.s.......+ The Alling &€ory. Company y 
Birmingham.......... Jefferson Paper Company Kansas City, Mo...... Wertgame Paper Company Poeatela, tdcho..s% -Zellerbach Paper Company 
a ccbinevnre Zellerbach Paper Company Knoxville........ Louisville Paper and Mfg. Co. Portland, Ore,.>...-«Zellerbach Papec.Company 
BR i cakes caninsnee D. F. Munroe Company Lincoln, Nebr........ Western Newspaper Union Providente, Reto... v.09 Central Poper Company 
Boston....Warren L. Wheelright Paper Co., Inc. Little Rock.......... Western Newspaper Union Raleigh, N. Gov. Dillard Paper Company 
Bridgeport, Conn.....Geo. W. Millar & Co., Inc. Los Angeles......... Zellerbach Paper Company Redding, Colif....... Zellerbach Paper Company 
Bristol, Va.-Tenn........ Dillard Paper Company Lovisville........ Louisville Paper and Mfg. Co. RENO... 2... eeeeeeee Zellerbach Paper Company 
Oe Ne The Alling & Cory Company Madison, Wis....... General Paper & Supply Co. Richmond, Va..... B. W. Wilson Paper Company 
Burlington, Vt.....Vermont Paper Company, Inc. Madison, Wis.....Yankee Paper & Specialty Co. Roanoke, Va.........+.. Dillard Paper Company 
Charlotte, N. C......... Dillard Paper Company MING 6 sis ucece nt Memphis Paper Company Rochester, N. Y.....The Alling & Cory Company 
Chicago. .....csecesees Chicago Paper Company Menasha, Wis.....Yankee Paper & Specialty Co. Sacramento......... Zellerbach Paper Company 
Pe Midland Paper Company ME ccocecadhease E. C. Palmer & Company Saint Lovis............4. Acme Paper Company 
Gs coun xvacssaee Moser Paper Company Milwoukee....... Allman-Christiansen Paper Co. Saint POUI......+.sseeeeeeeeeees Leslie Paper 
ee OTe Reliable Paper Company Milwaukee..... Dwight Brothers Paper Company Saint Poul.......... Newhouse Paper Company 
Cincinnati...... The Chatfield Paper Corporation Milwaukee....... Yankee Paper & Specialty Co. aot tate City isan Western Newspaper Union 
Cleveland.......... The Alling & Cory Company IOUS 56 veisinwsvensenosasd Leslie Paper mdpenns ied eae canst ee ae 
Columbia, S. C........ Palmetto Paper Company Minneapolis.......... Newhouse Paper Company yi nanan inn ne Sager See 
Bsc sacshbseseceu Clampitt Paper Company Minneapolis Wilcox-Mosher-Leffholm Co OF CIs vo enon sellersem Peper Conpeny 
GE a eae A ep eee ni achaeaiaias ¥ BEG: Favsesaasen Zellerbach Paper Company 
Danbury, Conn............ eee oe Montgomery, Ala...W. H. Atkinson - Fine Papers BMGT 20504 t* sg Zellerbach Paper Company 
eee Semien Pener Cinnany Moline, Ill..........- Newhouse Paper Company SHOVEDOIT. 5 505:0090:. Western Newspaper Union 
Bie Ug Newhouse Paper Compony Nashville.........+.. Clements Paper Company ee Western Newspaper Union 
Bee ad Western Newspaper Union Newark, N. J...... J. B. Card & Paper Company ORE: SS Oss icansesacrcese Leslie Paper 
Detroit.......... The Whitaker Paper Company New Orleans........++++++ Alco Paper Company South San Francisco. .Zellerbach Paper Company 
Sn Weber Paper Company New Orleans............ A to Z Paper Company ee Zellerbach Paper Company 
ee Duluth Paper & Specialties Co, New Orleans..........+. Sam A. Marks and Co. Stockton, Calif....... Zellerbach Paper Company 
Emeryville, Calif.....Zellerbach Paper Company New York.......... pe my witout hema Syracuse, N. Y...... The Alling & Cory Company 
Eugene, Ore.......... Zellerbach Paper Company ae i. P. Andeows Peper Gomoany NM icckccisineae Standard Paper Company 
a ee oP ancatd ae Duplicating Popers, Inc. er Zellerbach Paper Company 
: New York......... M, M., Elish & Company, Inc. Tampa. .....+++55 Graham-Jones Paper Company 
0 errr Western Newspaper Union 
Fort Wayne, Ind...... Taylor-Martin Papers, Inc. New York. ...++seeeeeees Forest Paper Company Toledo.......++- The wenn Paper Company 
tie Genet fener Conouy eee Linde-Lathrop Paper Co. Topeka, Kans....... Midwestern Paper Company 
FIOBNO.«.<aoocoosee Zellerbach Paper Company OW VOIR. cvacesced Majestic Paper Corporation Trenton, N. J...... J. B. Card & Paper Company 
Grand Rapids. Solon & Gilhula Paper Company i, Se Geo. W. Millar & Co., Inc. PO cc anwssssudeaeceee Tulsa Paper Company 
Great Falls, Mont..............0. Leslie Paper New York........ Nelson-Whitehead Paper Corp. Utes, HM. Y..2.65006 The Alling & Cory Company 
Greensboro, N. C........ Dillard Paper Company ON WR ks dskacscwasead Reinhold-Gould, Inc. Walla Walla......... Zellerbach Paper Company 
Greenville, S. C......... Dillard Paper Company I Ri assiessesaawonen Ris Paper Company Washington, D. C...... Frank Parsons Paper Co. 
Harrisburg, Pa...... The Alling & Cory Company ee Royal Paper Corporation ING 5 sk cavccnss Western Newspaper Union 
COO... oon ssn0eak Batt Paper Company i SP Ee Saxon Paper Corporation Wilmington, N. C........ Dillard Paper Company 
Hartford, Conn.....Elliot R. Vanderlip Co., Inc. Oklahoma City....... Western Newspaper Union Worcester, Mass... The J. C. Campbell Paper Co. 
reer. Clampitt Paper Company | eee rT Western Paper Company eer Tey Zellerbach Paper Company 
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WELCOME to Robert New 
York's Schoo! of ster 
professionally with th Fa 
ad reprinted to the left — and now takes hrs second 
step wii the creation of thes direct-mail prece 







Steadily upward --as tast as 
we predict, Meanwhile, we're 
first opportunitees with the urge to knock. His door 
Ss at 21 Old Ferm Road, Great Neck, New York 
(HUnter 2-9142) 

NEWTON FALLS PAPER MILL, INC. 
30 West 42nd Si 


330 We New York 36, N.Y, Tel. LO 4.3000 
Mill at Newton Fails New York 


for further information, send in card on page 76 
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(Continued from page 80) 


Nekoosa-Edwards cover awards. Well aware 
of the growing importance of the designer’s role 
in specifying paper is Nekoosa-Edwards. In 
the particular case of their company magazine 
“Nekoosa News,” this interest is centered on the 
young designer. Their program is a standing 
offer to consider to use as a cover, designs sub- 
mitted by students with appropriate credit to 
the designer. (A-5) 


Newton Falls Paper Mills contest. New talent 
is the key to expression of the Newton Falls 
Company as shown by a series of advertise- 
ments. Each of the series was created by a 
competition-winning graphic arts student. 
Among the schools represented in the series 
are: Parsons School of Design, New York School 
of Visual Arts, Cooper Union and Pratt Institute. 
(A-6) 
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Laid Finish — 25‘; Cotton Fiber Content 









BLUE + IVORY GREEN GRAY + FLUORESCENT WHITE 














Better Letterheads 


Combine the Action-Inspiring Color 
and Distinctive Laid Finish of 





WESTON’S 


Laid Finish — 25°; Cotton Fiber Content 


The call is for color 


SEND FOR THIS FREE LETTERHEAD 
PORTFOLIO. Write for your free 


copy of the 
WEAVE Portfolio, 
Time and Money 
Letterheads.”’ 


Akron 
The Millicraft Paper Company 


Albany 
W. H. Smith Paper Corporation 


Atlanta 
S. P. Richards Paper Company 
Vulcan Paper Corporation 


Austin 
Weiner Paper Company 


Baltimore 

The Paper Supply Company 
White-Rose Paper Co., Inc. 
Bethlehem 
Wilcox-Walter-Furlong Paper Co 


Binghamton 
Binghamton Paper Company 


Birmingham 
Strickland Paper Co., Inc 


Bolse 

Blake, Moffitt & Towne 

Boston 

John Carter & Co., Inc. 

Carter Rice Storrs & Bement, Inc. 
Bridgeport 

George W. Millar & Co. 


Brockto 
The J. C. “Campbell Paper Company 


Brookly 
Secomntth 6 Paper Corporation 


Buffalo 
The Bickford Paper Co., Inc 


Charleston, W. Va. 
Copco Papers, Inc. 
Charlotte 

Caskie Paper Co., Inc 
Chattanooga 

Southern Paper Co., Inc 
Ferny 

Dwight Bros. Paper Company 
Cincinnati 

The Johnston Paper Com pany 


Cleveland 
The Millcraft Paper Company 


Columbus 
The Central Ohio Paper Company 
Diem & Wing Paper Company 


Concord, N. H. 
John Carter & Co., Inc 


Weston’s HAND 


“How to Save 
Designing 


and for the distinctive laid 
finish found only in Weston’s HAND WEAVE, a 25% 
cotton fiber content letterhead paper with unique 


character and personality. Available in Blue, Ivory, 


Green and Gray and in attention-commanding Fluo- 


rescent White, in Substances 20 and 24, with envelopes 


to match. Try it for a very welcome change. 


Printed by Offset on Weston’s HAND WEAVE, Ivory, Substance 24 


Weston’s HAND WEAVE is available through the following merchants 


Corpus Christi, Texas 
Houston Paper Company 


Dallas 
Graham Paper Company 
Southwestern Paper Co. of Dallas 


Dayton 
The Central Ohio Paper Company 


Des Moines 
Bermingham & Prosser Company 


Detroit 
The Union Paper & Twine Co. 


Fort Wayne 
Millcraft Paper Company 


Fresno 
Reliance Paper Company 


Grand Rapids 
Carpenter Paper Company 
Grand Rapids Paper Company 


Harrisbur, 

Bock Paper Company 

Penn Paper Company 
Wilcox-Walter-Furlong Paper Co. 


Hartford 
Carter Rice Storrs & Bement, Inc. 
John Carter & Co., Inc. 


Hilo, Hawall 
Theo. H. Davies & Co., Ltd. 


Hono! 
Theo. “ awe Co., Ltd 


Houston 
Carpenter Paper Company 
Houston Paper Company 


Huntington, W. Va. 
The Cincinnati Cordage & 
Paper Company 


Indianapolis 
Crescent Paper Company 


Jackson 
Union Paper & Twine Company — 
The Nichols Paper Division 


Jacksonville 
Graham-Jones Paper Company 


Jamaica : 
Queensboro Paper Corporation 


Jamestown 
The Millcraft Paper Company 


Jersey City 
Gotham Card’ & Paper Co., 


Kalamazoo 
Bermingham & Prosser Company 


Kansas City, Mo. 
Bermingham & Prosser Company 


Knoxville 
Southern Paper Company 


Lansing 
The Triquet Paper Company 


Los Angeles 
Butler Paper Company 


Louisville 
The Rowland Paper Co., Inc 


Lynchburg 
Caskie Paper Company 


Manchester, N. H. 
The J. C. Campbell Paper Co. 


Miami 
Southern Paper Company 


Minneapolis 
The Paper Supply Co., Inc 


Mobile 
Weaver Paper Company 


Montgom 
Weaver Paper Company 


Nashville 
Athens Paper Company 


Newark 

Bulkley, Dunton & Company, 
Division C.R. S. & B. 

National Paper *eleobol of 
New Jersey 

The Paper Mart, Inc. 


New Haven 
John Carter & Co., Inc. 


Carter Rice Storrs & Bement, Inc. 


Whitney Anderson Paper Co. 


New York 

F. W. Anderson & Co., Inc 

Beekman Paper Company, Inc. 

Bishop Paper Company, Inc. 

Bulkley, Dunton & Company — 
Division C. R. S. & B. 

Capital Paper Company, Inc. 

Crestwood Paper Company 

David L. Engel 

Herman Grover 

James J. Lee Paper Company 

Hobson Miller Paper Company 

Milton Paper Company 

The Owen White Paper Corp. 


New York (cont.) 
John F. Sarle Company, Inc. 
Union Card & Paper Co., Inc. 


Norfolk 
Old Dominion Paper Company 


Oklahoma City 

Oklahoma Paper Company 
Paterson 

Paterson Card & Paper Company 
Pawtucket 

The J. C. Campbell Paper Co. 
Carter Rice Storrs & Bement, Inc. 
Philadelphia 


D. L. Ward Company 
Wilcox-Walter-Furlong Paper Co. 


Phoenix 

Blake, Moffitt & Towne 
Pittsburgh 

Darragh Paper Company 


Pocatello, idaho 
Consumers Paper Corporation 


Portland, Maine 
C. H. Robinson Company 


Portiand, Oregon 
Blake, Moffitt & Towne 


Providence 
John Carter & Co., Inc 


Rochester, N. Y. 
Mill Andrews Paper Co. 


St. Louls 
Bermingham & Prosser Company 
Shaughnessy-Kniep-Hawe Paper Co 


Sait Lake City 
Western Newspaper Union 


San Antonio 
A. C. Ross & Son 


San Diego 
Butler Paper Company 


San Francisco 
Bonestell & Company 
Wilson-Rich Paper Company 


Scranton 
Elm Paper Company 


Seattle 
Soames Paper Company 


seg 
Blake, Moffitt & Towne 


Springfield, Mass. 
Carter Rice Storrs & Bement ix 
Mill Brand Papers, Inc, 
mec Anderson Paper Co. 
Stoc 
Blokes Mofit & Towne 
Suse 

TRF re Garrett Company 


t ct Palmer & Co., Ltd. 


Toledo 
The Millcraft Paper Company 


Tucson 
Blake, Moffitt & Towne 


Tulsa 
Beene Paper Company 


Visalia, Calif. 
Caskey Paper Co., Inc. 


Washington, D. C. 
John Floyd Paper Company 
Frank Parsons Paper Compa 


Wichita 
Wichita te Company 


Worc 
The iN c ‘Campbell Paper Ca. 
Carter Rice Storrs & Bement 4 


York, Pa. 
W. B. Killhour and Sons, Im 


— 
alga 
Barber-Ellis of Alberta, Lid. 


Edmonton 
Barber-Ellis of Alberta, Lid 


Halif. 

ener Ellis Maritime, Lid. 
miit 

Barbeeeins of Canada, Lit 

London, Ontario 

Barber-Ellis of London, Ona 

Montreal 

Barber-Ellis of Montreal, lit 

Regina 

Barber-Ellis of Regina, Lid 

Toronto 

Barber-Ellis of Canada, Lit 

Vancou 

Barber- Ellis ny Vancouver, lt 


nnipeg niche " 
Barberfia of Winnipeg, 
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SI %, BYRON WESTON COMPANY - DALTON - MASSACHUSETTS 
3 | Makers of Papers for Business Records Since 1863 





DESIGN | BRUCE BECK 


typography is a language 





egina, Lid. 


saw YPography is more than exact letter symbols; it is a language in 
veoonsf NC unmistakable overtones that convey meanings 


innipes, tt 


itself, speaking in 
far beyond the printed words. 


typographers, inc. 
MjolN|s|e]N} 
LOS ANGELES: 960 WEST 12TH STREET 


CHICAGO: 22 EAST ILLINOIS STREET 





PRINT | Page 95 


“Clip Tips” is a portfolio of 22 sheets of line artwork ready for the camera. 
Each sheet contains a variety of subjects, including decorative art, art heads, 
reverse headings, people, forms, dates, sports events, animals, and holidays. 
New this year is a four-page section of borders and embellishments. All sub- 
jects are sharp and clear, ready for clipping for same-size reproduction. The 
assortment is reportedly ideal for bulletins, sales letters and office forms. 
Also included in this edition of the portfolio is Mead’s Paper Selector Chart, 
showing the range of grades, colors, sizes, and weights of cut-size papers 
available in the Mead Ready-Cut line. Mead Papers. (A-7) 


98 paper and ink combinations. Implementing the vast amount of promotion 
which has been given in recent years to the use of colored ink on colored 
paper, a new visual aid called The Beckett Color Selector, is being offered. 
It contains swatches of 14 different colors bound in a 6 x 9 portfolio. Ina 
pocket on the inside front cover are seven sheets of acetate printed with 
identical copy in seven different colors of ink. Included in the copy are a 
halftone of an attractive photo—the Governor's Palace in Colonial Williams- 
burg, two paragraphs of type (one in reverse), and four blocks in various 
screens—75%, 50%, 25%, and 10%. By applying the acetate sheets to the 
colored swatches, the user sees how each of the seven different colors of ink 


Color on color. ‘Color 
Reigns” shows samples of 
offset colors and finishes 
printed with different col- 
ored inks. Due to its unusual 
style, the book itself makes 
a fine addition to the artist's 


reference file. Nekoosa-Ed- 
wards. (A-8) 


looks on 14 different colors of paper—98 combinations. Beckett Paper Com- 
pany. (A-9) 


Se ARIMA 
for further information, send in card on page 76 
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“Wehoosa. OFFSET 


OFFERS A WIDE RANGE OF COLORS 




















FOR LOW-COST MULTI-COLOR EFFECTS 











NEKOOSA-EDWARDS PAPER COMPANY / Port Edwards, Wisconsin 














The fastest (and most economical) 
way to get multi-color effects is to 
print in color . . . on colored stock. 
And to get the best results, your 
best bet is Nekoosa Offset. Nekoosa 
Offset, famous for its superb print- 
ability, gives you a choice of nine 
attractive colors. What are they? 
Ask your Nekoosa Paper Merchant 
for sample sheets . . . and you'll 
want to use all nine! 



























This advertisement is sponsored as a public service by Collins, Miller, Hutchings, Inc. Chicago 6, Illinois 
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WP amore 
“Print! 





An open statement to magazine and business paper publishers, newspaper 
publishers, printers by letterpress, offset, and gravure, typesetters, photo- 
engravers and electrotypers, graphic arts trades unions and employers groups, 
manufacturers and distributors of printing paper, ink, and production equip- 
ment, print advertisers and agency production executives. 


Organization Committee for Print Promotion 


175 West Jackson Boulevard 


Chicago 4, Illinois—HArrison 7-4494 








chairman 
HARRY E, COLLINS 
Board Chairman, 


Collins, Miller & Hutchings, Inc. 





vice chairman 

E. THOMAS MC BREEN 

Vice President, 

J. Walter Thompson Company 





Secretary 
WILFRID T. CONNELL 
tesident, 


International Photoengravers Union 





committee 

L. D. BARBIERI 

Treasurer, 

Sterling Engraving Company 


E. BARTLETT BROOKS 
President, 
American Photoengravers Assn. 


DENIS M. BURKE 
Ist Vice President, 


International Photoengravers Union 


WILLIAM J. HALL 
President, 
Chicago Photoengravers Union 


GOVERNOR ARTHUR B. LANGLIE 
President, 

McCall Corporation 

PAUL LYLE 

Vice President, 

Western Publishing Company 


ERWIN A. MIESSLER 
Vice President, 
Needham, Louis & Brorby, Inc. 


ARTHUR R. MOTLEY 
President, 
Parade Publications, Inc. 


C. L. PARSONS 
Young & Rubicam, Inc. 


FRANK J. SCHREIBER 
Executive Secretary, 
American Photoengravers Assn. 


MILTON J. SUTTER 
Vice President 
Cunningham & Walsh, Inc. 


EDWARD L. TOLLEFSON 
Vice President, 
Foote, Cone & Belding, Inc. 








American free enterprise stands, in prin- 
ciple and practice, on these articles in an 
unwritten bill of rights: 


1. Freedom to compete fairly. 


2. Freedom to cooperate voluntarily to ad- 
vance a common cause, and 


3. Freedom to do both at the same time. 


Ben Franklin, printer and publisher, de- 
clared the second principle when, at the 
signing of the Declaration of Independence, 
he turned to John Hancock and said, ‘‘We 
must all hang together, else we shall all 
hang separately.” ai 


No field of American enterprise is more 
highly competitive than publishing and 
printing. Magazines compete with each 
other, individually and in groups, for reader 
loyalty and the advertiser’s dollar. News- 
papers compete with magazines and with 
each other. Letterpress printers and photo- 
engravers compete with offset and gravure 
printers and platemakers. Makers of paper, 
ink, and equipment are also competitive. 


This climate of competition has created a 
dynamic industry which is constantly im- 
proving products, techniques and services. 
At the same time, this fragmented internal 
competition has obscured the economic 
need to promote, by voluntary coopera- 
tion, the values of all print media. 


More printed advertising is being published 
today than ever before; but many people, 
even in the advertising, publishing, and 
graphic arts fields, do not understand 
clearly why printed advertising is so es- 
sential to the health of the American econ- 
omy. A big educational job urgently needs 
to be done. It should be done at a higher 
and broader level than is possible in pro- 
grams that promote the special claims of 
competing print media. 


Only if this is done, and well done, will print 
advertising be assured of its proportionate 
share of the dollars spent for advertising 
during the next ten years. 














A program for the promotion of print has 
been initiated by a committee, listed at 
left, of representative publishers, execu- 
tives of graphic arts employer and crafts- 
men groups, and production executives of 
leading advertising agencies. 


At the 64th Annual Convention of the Amer- 
ican Photoengravers Association held in 
Buffalo, N.Y. on October 10, 1960, Arthur 
B. Langlie, President, McCall Corporation, 
delivered a keynote address on the vital 
importance of The Printed Word in protect- 
ing free civilization. A formal Resolution 
was passed supporting the print program. 
(Printed copies of the address and resolu- 
tion are available on request.) 


The objectives of the program have been 
clearly defined. A 3-year plan of action has 
been organized and enthusiastically ap- 
proved by official representatives of im- 
portant supporting groups. The plan will be 
administered through a National Commit- 
tee, now being formed, to represent all 
interests. Your interest is invited. 
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Latest in letterhead production. A new letterhead portfolio 
suggests ways the printer or designer can create more color- 
ful letterheads without adding to production costs. Sample 
letterheads produced by offset lithography, die stamp en- 
graving and letterpress show how black and a color, or two 
contrasting colors can be screened and over-printed to pro- 
duce multi-colored effects. The use of tinted stock is also 
shown. Byron Weston Company. (A-10) 


Glazed papers. A booklet containing brightly colored samples 
of Flint Glazed package and wrapping papers is now available 
for designers along with 26 x 20 sample sheets. Twelve colors 
are shown but 70 are available in this line characterized 
by an eye-appealing high finish and scuff and soil resistance. 
Wyomissing Paper Products. (A-11) 


Paper Work Book. An attractive Work Book shows the repro- 
duction of duotones, photographic line and mezzotint treat- 
ment in a range of compatible paper and other-than-black 
ink combinations. It also contains a control guide to tones, 
screens and solid color combinations and a section on color- 
related papers and inks. Potlatch Forests. (A-12) 


for further information, send in card on page 76 


(Continued from page 96) 


ILLUSTRATING THE COMPARATIVE PRESS PERFORMANCE OF VARYING GRADES, WEIGHTS, FINISH 
AND TEXTURES OF PAPER OFFERED AS A WORKING TOOL TO THE ADVERTISING DESIGNER, 
PRINTER FOR THE ACHIEVEMENT OF GREATER FREEDOM AND FRESHNESS IN PRINTING Ri 


POTLATCH FORESTS S| gs 
PAPER WORK BOOK 
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But not with strangers 


You can put your feet up with 
friends and be utterly yourself! But 
with the strangers, or business ac- 
quaintances to whom you write, 
such informality isn’t sound. 

Are you sure your letterhead de- 
sign says what you want it to say 
about you? Are you sure the letter- 
head paper you use is a proper com- 


HOWARD PAPER 


MILES, 


panion for your written thoughts? 

If you aren’t certain, see samples 
the letterhead 
paper specifically made for business 


of Howarp Bonp 


correspondence of high character. In 
whiteness, strength, feel, and crackle 
-and in the way it sets off your 


letterhead and letters—-Howarpb 


is a Bond that improves the bond 


DIVISION OF 


2 COMPANY 


between you and those who receive 
your letters. 

Many paper merchants and print- 
ers will be pleased to show you sam- 
ples. Why not have your secretary 
locate one today? 

o £9 


ALL HOWARD PAPERS are quality 
controlled by 


e URBANA, OHIO 


Howa rd. Bond 


Companion Lines: 


Business 
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Paper’ 


Duplicator + Posting Ledger * Du-All 





Presenting Lealand Gustavson, prize-winner, noted 
national magazine illustrator, exhibitor in the American 


D 1 SCOVe ries 1n Water Color Society, among many others. In this vivid 


water color, Mr. Gustavson describes an interesting and 
American Art unusual interlude of inactivity behind the Big Top. 

Here it is, with bright colors and subtle tones, wonderfully 

reproduced on Maxwell Offset. Be certain of “prize-winning” 

color work of your own. Your success demands it... 


Maxwell Offset assures it. 





All Howard Papers quality controlled by A«c“fRay Printed on Maxwell Offset — Basis 80 —Camberra Finish 


HOWARD PAPER MILLS, INC. © Maxwell Paper Company « Subsidiary of (*) St.Reg’ * Franklin, Ohio 
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Continued from page 100 


Book & Direct mail papers. Two new letterpress fine printing papers 
are featured in a swatch book which offers samples of the papers. 
They are: English Finish, especially suited for books; and Eggshell, 
recommended both for books and direct mail pieces. The swatch 
book contains five samples of the new Penn/Print papers in these 
basic weights: 40, 45, 60 and 70. The English Finish samples show 
close formation and uniform finish on both the felt and wire sides 
for reproduction of text types and difficult halftones. Eggshell sam- 
ples show soft quality texture, and good opacity and bulking char- 
acteristics. Printed on English Finish, the swatch book’s introduc- 
tory page illustrates the reproduction quality of this new paper with 
two colors and a halftone. New York and Penn. (A-13) 
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Tips and suggestions. Typography, balanced process colors, duotones, screens of 
type, comparisons of finishes, opacity, a demonstration of four-color halftones com- 
pared to five, and a summary of the campaigns which won awards in the Printing 


Paper Division, 3M Company. (A-15) 





Industry of America’s Competition for printers—these subjects, as they relate to 
paper, are covered in a folder available from Chillicothe Paper. (A-14) 


Gummed paper printing. “How to Print Really Flat Gummed Papers on Offset 
Presses” is the title of a booklet available to designers from Mid-States Gummed 


for further information, send in card on page 76 
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co ° Pure-white, lasting bright 
} Rising Winsted Glo-Brite accentuates 
° 75 the classic third-dimenston of hair-thin lines 


in Wedding script. It brings a rich vibrancy to all colors; 
and complements the many fascinating textures made 
possible by modern thermographic reproduction of line art. 
Creative thermographers specify Rising Winsted 


Glo-Brite to satisfy their most discriminating customers. 





This Page Reproduced by Thermography on Rising Winsted Glo-Brite 80# Cover 


. 


























Cover Basis 20 x 26 50 65 60 
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20 x 26 100M 130M 160M 

23 x 35 155M 201M 248M 

Velium, Bristol, Text and Cover 26 x 40 200M 260M 320M 

The many modern advances in thermography permit 35 x 46 310M 402M 496M 
the highest-quality effects to be achieved, on a modest 

budget, on this fine, bright white sheet. With excellent Bristol Basis 22 x 34 2/56 3/56 2/64 3/64 
bulk for weight, foldability, and sharp, clean bossing 

qualities, Rising Winsted Glo-Brite is perfect for thermo- 22 x 34 224M 336M 256M 384M 
graphic reproduction of Invitations, Announcements, 

Direct Mail Promotions, and other formal and informal Bristol Basis 22/2 x 2812 2/50 2/60 2/70 
applications. This brilliant white sheet also can be 

selected for dependably superior reproduction by Offset, 222 x 28Y2 200M 240M 280M 
Letterpress, Gravure, Copperplate Engraving and Photo- 

gelatin processes. Thin Plate Finish 
Available Through Your Paper Merchants Bristol Basis 22% x 2812 165M (2/82¥2) 





in the Following Sheet Sizes and Weights: 
Plate, Medium Plate, Calender Plate 

















ae ee Calender Medium Plate, Linen Finishes 

Sub. Basis 17x22 24 286 32 36 40 Bristol Basis 2242 x 2842 200M (2/50) 
22x 34 96M 112M 128M 144M 160M 22¥2 x 28V2 240M (2/60) 
Text Basis 25 x 38 60 70 80 Second Figure Denotes Grain Direction 

(Send for Price and Line Data) 

23 x 29 84M 98M 112M : 

23x 35 102M 118M — Official converters of Rising Winsted Glo-Brite: The 
25 x 38 120M 140M 160M Williamhouse, Inc. for Envelopes, Weddings and 
35 x 45 198M 232M — Announcements; and Ideal Cards, Inc. and Otten Bros. 
38 x 50 pi 230M — Co., Inc. for Cut Cards. Samples illustrating the fine 





work of each of these converters will be sent on request 





Fine 
Paper 
at /ts 
Best 


Write for Rising's New Winsted Glo-Brite Sample Book RISING PAPER COMPANY, HOUSATONIC, MASS. 





Continued from page 104 


Pointers on printing. Printing point- 
ers on onion skin and ezerase papers 
are supplied in two booklets entitled 
“One Lesson Course in Onion Skin 
Papers,” and “The ABC of Ezerase 
Papers.” Millers Falls Papers. (A-16) 


o> i RE NECe 
Film and photo loan service. The 
potentials of using plastic printing 
paper are shown in a 16mm sound 
and color film titled “This is Texo- 
print,” and in a 32-page encyclope- 
dia. Also available from the same 
company is a 10-page announce- 
ment folder and 104-page photo loan 
service book. This photo loan service 
makes available four-color sets of 
letterpress electrotypes of film posi- 
tives taken from periodic printing 
samples. Kimberly-Clark. (A-17) 


oe ieee: 
Fluorescent colors. ‘How to Use 
Fluorescent Colors” and “Uses of 
Fluorescent Papers,” are the titles 
of two article reprints now available. 
In addition, the company offers a 
color card showing nine fluorescent 
colors in which cardboards and pa- 
pers are available and a folder de- 
scribing them. Radiant Color. (A-18) 














Inspirations. A classic chronicle of advertising design and graphic arts 
trends is the Westvaco quarterly first published 35 years ago to bring 
original ideas and fresh graphic concepts to customers. Art direction 
is shared between Bradbury Thompson of Riverside, Conn., and Ben 
Collins of Philadelphia. Each plan, design and produce two issues 
yearly. Copywriting by M. J. McCosker of Philadelphia contributes greatly 
to the quality of the publication. Cover illustrations chosen from the 
works of well-known contemporary painters and photographers, with an 
occasional old master, are printed in six colors by offset lithography. 
This latest issue depicts the evolution of the alphabet, in the colorful 
pagentry of ancient symbols and modern design. West Virginia. (A-20) 








for further information, send in card on page 76 





Spectra color test. A spectra color 
test of printing inks has been devel- 
oped for the Linweave Association. 
Illustrated in a folder is a range of 
colored papers printed offset and 
letterpress in the full color range of 
both transparent and opaque colored 
inks. Linweave. (A-19) 
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(Continued from page 107) 


Bird prints. To illustrate the ability of 
their Nibroc offset paper to accept col- 
or, the Brown Company produced an at- 
tractive series of bird prints. The prints 
are produced in four colors and sold 
by the Donald Art Co. in New York. All 
are suitable for framing. Brown Com- 
pany. (A-21) 


RESTAURANT 


Colored menus. Showing five-color re- 
production on Cooper’s Cave Offset pa- 
per are these menus designed for La 
Fonda del Sol, New York. Menu went 
through the press 10 times (five on each 
side) to prove the paper’s strength and 
dimensional stability. Finch, Pruyn & 
Co. (A-22) 


for further information, send in card on page 76 
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Duplex /or Single COLORED ENAMEL 


BY APPLETON 


Wi Fruita Fogger Cdl inypires Credliive Lmuagirdtiion 


WoobBINE DupLEX—A different color on each side to design 
with ... to dramatize your message or product! Direct mail 
and insert advertising achieve economical 3-color effects 
with one color printing and simple die-cuts and folds 


THE APPLETON COATED PAPER COMPANY 


appleton : wisconsin 














DUPLEX / or SINGLE 


COLORED ENAMEL 


by Appleton 
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Crullluanl Soectiune of Colow 


WOODBINE Duplex — Book 
and Bristol weights in colors 
to dramatize every season— 


every product: — 


— 


Orange and Fawn 


< 


Fitch a Foueyal Slliny Finch 


Eye arresting color effects treated 
with unusual folds, trims and die-cuts 


Goldenrod and Primrose 
Turquoise and India 
Tan and Lime 

Gray and Rose 
Emerald and Green 
Suntan and White 
Green and White 


Tron SP PS 


Canary and White 


There’s no limit to the clever, eye catching color effects 
Blue and White 


you can create with WoopBINE Duplex Enamel because 
a single sheet has a different, yet harmonious color 
coating on each side! Unusual folds, trims and die-cuts 
create two and three color effects—take on an exciting 
new dimension—have far, far more attention impact and bold hues available: — 
and eye appeal. There’s practically no limit to its 1. Orange 7. Turquoise 
applications. WoopBINE Duplex is available in Book . Canary 8. _ Fawn 
and Bristol weights and prints equally well by Offset "oo 
or Letterpress. Wonderful imagination and idea starter 
for direct mail folders, programs, special announce- 
ments and 1001 other everyday printing jobs to set 
them apart from the commonplace. 


=e 
° 


WOODBINE Colored Enamel 


—Broadest selection of soft 


India 
. Green 10. Tan 
. Blue 11. Rose 


. Emerald 12. Lime 





13. Ivory 
3-Color results with 1-color printing 


You actually save money with WoopBInE Duplex (2- 
colors) or WoopBINE Colored Enamel (1-color) papers. 
They cost just a fraction more than comparable white 
papers yet give you the added impact—and results—of 
two and three-color printing with the economy of one- 
color press runs. How can you miss? Be sure to profit 
from the added colors of WoopBineE Duplex or Woop- IDEAS! IDEAS! IDEAS! Write for des 





portfolios containing examples of creati 
using WOODBINE Duplex and/or Single Go 
Enamel. You will be amazed at the eye & 


effects possible with a few simple folds 
THE APPLETON COATED The ideas of others can spark your own im 


PAPER COMPANY Take advantage of this offer, today. 


BINE Colored Enamel on your next printing job. 


Appleton » Wisconsin 





gwn — with Orange ink to illustrate Fawn and Orange 
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(Continued from page 108) 


A Specialty Sample Book contains descriptions and samples of many special 
versions of Appleton’s regular coated paper grades. The comprehensive, new 
sample book in loose leaf binder form is divided into two different sections. 
The first section consists of special versions of the company’s regular line 
of coated papers for the printing industry. The second section describes and 
samples a range of “functional” coated specialties which are designed pri- 
marily for purposes other than printing, such as: Insulation Papers, Battery 
Papers, Window Shade Papers, Gift Wraps, Release Papers. Each section 
is indexed for quick reference and new samples with indexes will be furnished 
from time to time. Appleton Coated Papers. (A-23) 


Photopolymer plates. Written from the printer's point of view is an article 
on letterpress printing with photopolymer “Dycril” plates. Also available is a 
technical bulletin on the process and a list of companies now producing these 
plates. Riegel Paper. (A-24) 


Text paper guide. Information on text papers is featured in booklets entitled 
“Text Papers—a Guide to Their Ordering, Handling and Use.” The booklets, 
a cooperative effort of the Text Paper Manufacturers Group, provide informa- 
tion on their history, manufacture, special characteristics, costs, printing, 
plus a glossary of terms. Mohawk Paper Mills. (A-25) 








the the 3 ways 
duo-tone “real” to sell a 
“effect” duo-tone product 


some 

sample 
duo-tone 
combinations 


for further information, send in card on page 76 
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Clouds of color. Light clouds of color designs float through 
the surface of Schroeder's Pine Tree Cover line. This wispy 
like design gives the user the dividend of both color and 
design. Send for ideas in the form of printed examples 
or samples in five colors. Arthur Schroeder. (A-26) 


ATE AE ALN SS ARERR RITES I OTT, 
Lightweight opacity. A folder of 
commercial specimens shows the 
Waylite line of Ecusta papers at 
work. It contains a variety of actual 
printed samples of the printing pa- 
pers which are characterized by be- 
ing lightweight with opacity. Ecusta. 
(A-27) 
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(Continued from page 111) 


Low-cost offset. The properties of low-cost 
coated offset and letterpress papers are illus- 
trated in a folder called “Two Sure Winners.” 
The “winners” shown are Saratoga Coated 
Book and Champlain Coated offset. Both are 
machine-coated fine printing papers. Inter- 
national Paper. (A-28) 


REE HI 
for further information, send in card on page 76 

















From Mill fo Merchant to Printer 


SOP | aol O Ob cobs (<i sew eloleny 


Here is just one example from our files: 


On April 4 a New York City printer received a 
job for absolute delivery the following morning! 
3936 Ibs. of colored paper were required... . 
fast. The paper was not available in New York, so 
the Peninsular merchant took over with a call to 
the mill. Air shipment space was located by our 
experienced traffic manager. Within hours: the 
paper was placed aboard American Airlines 
Flight 34. One hour and 12’ minutes after take- 
off, the paper was in New York, being loaded on 
the merchant’s truck. The job was printed during 
the night and delivered to the customer before 
8 a.m. on April 5! 









































Whether you need delivery in six days or six 










local Peninsular merchant and see for yourself. 


PENINSULAR PAPER COMPANY, YPSILANTI, MICHIGAN |PENINSULAR 


Seer stock specialists’ for over 90.70" 
This special effect on dark colored stock was achieved by first double-printing an opaque white of the negative image before over- 
printing the black. This insert was lithographed on G65# Dark Blue Tuscan Cover Of @ 20x38 Miehle two-color press at 4,000 IPH. 


hours, “You-can count on Peninsular.” Call your. 








HE 
WANTS 


GOTHIC 


Why argue? Everybody wins with SPEEDBALL. Five styles and 36 points . . . 4 Steel 
Brushes . . . give you the widest choice of lettering combinations or finished drawings with 
a flair. For professional work specify SPEEDBALL. 


STEEL 


m 


o] TEXT 
BRUSHES FLICKERS BOOK INKS 


C. HOWARD HUNT Pen Co., Camden 1, N.J. 


VERMILION 


...and YELLOW, MEDIUM 
GREEN, LIGHT 
TURQUOISE BLUE, LIGHT 
match the other 
AAAA COLORS. 





Fastdrying e¢ Non-streaking 
Always fresh and ready-to-use 


3%” x 4” Tube... 45¢ each. 
Designers sets 26-7, 26-13, 26-26 
at your Artists’ Material Dealer. 


3 (RUMBACHER 


"©! ARTISTS’ MATERIAL 


A et 


460 West 34th Street, N. Y. 1, N.Y. 








(Continued from page 112 


Parchment. The qualities of vegetable 
parchment products can be seen in final 
printed examples of Paterson’s Parchkin 
Art Parchment and Parchkin Motif Art 
Parchment. The Motif line has a delicately 
raised surface which can be styled for 
individual applications of almost any art- 
istry; trade marks, insignias, hand letter- 
ing, signatures; it can be used as a wrap- 
per or box liner for hosiery, gloves, con- 
fectionery, babies items or to give an 
added effect to an advertising brochure. 
The Parchkin has the same applications 
but does not contain the raised surface 
design. Paterson Parchment. (A-29) 


| AO TNT OE A EBS aR 
New line samples. Wausau Papers has 
published a new sample and specification 
booklet on their complete line of Index 
Bristol printing papers. The booklet fea- 
tures the new “snow” white, the new “eye 
ease” buff and the five colors that are 
available in standard sheet sizes and the 
three weights. Wausau Papers. (A-30) 


_ A ae RL Ser RRA 
Printing variety. Illustrating four-color re- 
production on Atlantic offset is a series of 
inserts. Also available is a series showing 
overprinting with translucent inks in six 
shades of the Atlantic Pastel Offset line. 
Eastern Fine Papers. (A-31) 


OTS PA OTRO ESTE IES I 
Printed pieces. Calendars, menus, wine 
lists, announcements—these are among 
the ideas illustrating Chemical Fine Pa- 
per’s Interwoven cover line. The folder 
contains actual printed pieces in 12 colors 
and shows a variety of shapes and print- 
ing techniques. Chemical. (A-32) 


ES IMB I FEES 7 BARES BETES i 
Cover ideas. Printed examples of Riegel’s 
Carolina Cover stock demonstrate char- 
acteristics and at the same time provide 
ideas for use. The folder contains a variety 
of weights demonstrating both letterpress 
and offset printing, color folds, scores and 
die-cuts. Riegel. (A-33) 


for further information, send in card on page 76 
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Civil War illustrations. The familiar Civil 
War Centennial Series which features 
four-color lithographed illustrations of 
Jack Woodson’s realistic oil paintings and 
reproductions of authentic Civil War docu- 
ments has been reproduced by Standard 
Paper. The series, interesting from both 
an historic and artistic point of view, ap- 
pears in color on three of their papers . . , 
the complete color lines of Blue Ridge 
Text, Sulgrave Text Antique Laid and 
Standard Vellum Opaque. Each of the 
three folders shows at least eight different 
effects obtainable by using different col- 
ored papers and textures. Standard Paper. 
(A-34) 
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GHOOS EMH ERPNRER 
that adds style of its own 





Start your next 
_job on one of 
these Linweave 
quality papers 

















At three times the price, 
you can’t buy a better luci! 


SOLD DIRECT ONLY 
with a ten day 
money-back GUARANTEE 
18”x 24” focal plate, 

17”x 23” copy board. 
Four dia. up or down, 
Hundreds sold to the 
nation’s top firms... 
never a return! 


198" complete with 
Raptar F 4.5 lens 


Send for literature today! 
LUCYGRAF Mfg. Co. 
1929 N. Hillhurst Ave. 
L.A. 27, NO. 1-0637 


Artist—Designer 


Creative graphic and _ package 
designer. Minimum 5 years di- 
versified experience, with good 
knowledge of typography and 
production. Excellent growth po- 
tential in Art Department of 
top notch research and design 
group with leading manufac- 
turer of consumer gods, located 
in Los Angeles. Salary open. 


Filmotype 


Saves Money 
Makes Money 


Send Complete Resume to 
PRINT, Box 55 
535 FirtH Ave., New York 17, N. Y. 


é ‘ ‘ 
There are thousands of Filmotype Photo 
Typesetting Machines around the world... 
each providing a variety of assets. But when 
the mail rolls in, the basic fact boils down 
to this: users save money, make money with 
Filmotype. 


CREATIVE PRINTING 
THROUGH 


LITHOGRAPHY 


e 
“We are pleased with the speedy production 
of fine and varied lettering and our clients are 
pleased with the sharp, clean quality lettering 
we deliver.” 


¢ Thousands of sizes and styles of Filmotype 
type and lettering! 


2400 17TH STREET, N.W. 
WASHINGTON 9, D. C. 
DUpont 7-6800 





e Right from the machine, copy perfect for 
reproduction ... takes only seconds! 


e Finest professional quality, of course, still 
anyone can produce Filmotype copy. 
¢ Pays-For-Itself Plan makes owning @ 
Filmotype easy for anyone! 
Display Type in this advertisement is 
Filmotype . . . body copy is Alphatype. 


Write for complete details today! 
FILMOTYPE 


7500 McCormick Blvd. 
Skokie, Illinois 
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AN leAARLY 
PREDICTION 


Three years ago the importance of paper to the 
graphic designer's art was only beginning to be 
recognized. We believed then that this recogni- 
tion would spread and that eventually knowl- 
edge of the characteristics of paper would be- 
come part of every designer’s basic kit of tools. 
That belief lay behind the publication of our 
First Annual Paper Edition. 


We are proud to have made that prediction. 
This Fourth Annual Paper Edition goes out to 
a world of graphic design in which the versatil- 
ity of paper is indeed being more and more 
widely recognized. Here are some excerpts from 
the introduction of the July/August 1958 issue. 


Yesterday, designing with paper, making paper, 
promoting its sale, was a relatively simple and 
limited matter. Today, paper with its many 
varieties and qualities, provides a greater chal- 
lenge to both the mills and the designers. It is 
a challenge which is being met with imagina- 
tion and enthusiasm by some, with adequate 
thought and care by others, and with little con- 
sideration by still others. 


While paper is a tool and a means of expression 
which no designer can do without, it often is 
overlooked as an element of great importance. 
Its necessity, no less its luxury and versatility, 
seldom begets the attention and respect it 
deserves. 


Thus, we have gathered together, for what may 
be the first time, an entire issue devoted to 
paper: to designs with paper, to the mills, to 
some of the individuals who have converted 
playful and experimental work with paper into 
inventive, useful graphic design. 


Such a presentation is provided—not just for the 
information it contains—but with the thought 
and hope that both the designers and users, as 
well as the mills themselves, may find a new 
concept, perhaps a new horizon, a new design 
solution among the pages. 


The paper story is an enormous one... in size 
and importance. It is one which we intend to 
return to again and again to uncover and 
present other developments and ramifications. 
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PHOT C RTESY: THE OREGON SHAKESPEAREAN FESTIVAL ASSOCIATION WHO FOR ITS TWENTIETH SEASON SOUVENIR PROGRAM 
AGAIN SELECTED BROKAW OPAQUE OFFSET. PHOTOS BY CLASSIC STUDIO, MEDFORD, OREGON 
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Brokaw. 
Opaque 
Offset 


The new standard of quality for all-purpose offset 
papers ... this white-white sheet by Wausau 
produces equally outstanding results on either 
letterpress or lithographic equipment. Made 
exclusively with Magnefite Processed Fibers for 
extra sheet strength, greater opacity. And its ability 
to lie flat, feed well, print, score, and fold easily 
add further reasons for the wide acclaim enjoyed 
by Brokaw Opaque Offset. To make a brilliantly 
richer impression with your next printed piece... 
black and white or color... try this dramatic 
combination of bright whiteness and 

remarkable opacity! 


\Wamseau. 
nears 


(/ MADE WITH \ 
\ EXTRA CARE 


a 








7 set is a Siekamiy. eden 
white, ia-picboee' paper =e exclusively with Magnefite Processed Fibers for use 


_ on either letterpress or lithographic equipment. Stocked in sizes, weights, and 
_ finishes shown below. (Samples on request.) 









Finish 


Standard Sizes 
(grain underlined) 





Substance 
Basis 25 x 38 


Colors 


Pertinent Data 





17% x 22% 


38 x 50 


23 x 29 

Regular 23 x 35 50, 60, 70, White 
25 x 38 80, 100, 120 oily 
35 x 45 


Minimum order 

one (1) carton of 

one (1) standard 
size 





mill) 


50, 60, 70 
s 23 x 35 asin . 
Antique on aah (For weights over White 
Vellum == 70 Ib, consult only 
38 x 50 


Same as above 





“Snow Crest” 
and Ripple 


17%, x 22Y, 
23 x 35 
25 x 38 


35 x 45 


38 x 50 


60, 70, 80 


White 
only 


Same as above 





SPECIAL SIZES IN ANY FINISH: Minimum 2,000 ib with 10% upcharge for less than 5,000 Ib. To be made when mill is 
running specific grade. ODD WEIGHTS IN ANY FINISH: Minimum 20,000 to trim machine. 







































































Baltimore, Md. Stanford Paper Co. Cincinnati, Ohio Grand Forks, N. D. Louisville, Ky. Portland, Ore. ! 
* “ 0 ; 0 Pp The Chatfield Paper Corp. Fargo Paper Co. The Chatfield Paper Corp. Paper Mills Agency of Ore. | De 
_ — Paper Co., Inc. | Cleveland, Ohio Grand Rapids, Mich. Lubbock, Texas Western PaperCo. _— Providence, R. Roberts Paper Co. te 
‘ . The Union Paper & Twine Co. Grand Rapids Paper Co. 
B McAllen, Texas Magnolia Paper Co. Rochester, N. Here 
eaumont, Texas Great Falls, Mont. H 
Columbus, Ohio Milwaukee, Wis The Printers Supply House 
Magnolia Paper Co. The Scioto Paper Co. Great Falls Paper Co. waukee, Reliable Paper Co p C slete ‘ 
Bellows Falls, Vt. Corpus Christi, Tex Green Bay, Wis Sensenbrenner Aone Co. Rosen, Gh. Minne _—" “ n gre 
Mt. Kilburn Paper Co., _— ‘Magnolia Paper Co. Steen Macek Paper Co. any oi "St. Louis, Mo. eg oy oe iyout 
Sesion, ess. _ Aitin Paper oe Dallas, Texas Western Paper Co. Martlord ys te paper corp. Minn. Paper & Cordage Co. —e- . tuden 
Pilgane on > Dayton, Ohio Hicksville, N. Y. Minot, N. D. Fargo Paper Co. Minnesota Paper & Cordage Co. vidth 
Shawmut Paper Co. The Chatfield Paper Corp. Capstone Paper Co. Moline, Hl. Carlson Brothers ga, Diego, Calif. imply 
Warren L. Wheelwright Paper Co Denver, Colo. Jensen PaperCo. Houston, aon ™ hath P Nashville, Tenn. Columbia Paper Co. hat w 
Brooklyn, N. Y. Des Moines, lowa -gaiaaaalaaa ait Clements Paper Co. gan Francisco, Calif. he 
Price Nocks Paper Co., Inc. Newhouse Paper Co. Huntington, W. Va. Neenah, Wis. Sawyer Paper Co. Wilson-Rich Paper Co. iol 
. Detroit, Mich. The Chatfield Paper Corp. sas te . as ng jo 
Buffalo, N. Y. Indianapolis, Ind. ew Orleans, La. 5 ; 
The Union Paper & TwineCo., Inc. The Union Paper & ery The Chatfield Paper Corp. Sam A. Marks : Co. Paper Mills Agency, Inc. lach ¢ 
i Jackson, Mich. New York, N. Y., Lane Paper Corp. Tucson, Ariz. Arizona Paper Co. h 
aes _ Paper Co. Forge, H. 8. Fargo Paper The Union Paper & Twine Co. Perkins-Goodwin Co. Tyler, Texas Western Paper Co. + 
Charleston, W. Va Aen re panies Capne So. Jackson, Miss. Barefield PaperCo. = Oakland, Calif. Bayside Paper Co. Visalia, Calif full 
e Chatfi Ore Pane reed Kansas City, Kan. Phoenix, Ariz. Caskey Paper Co., Inc. 
The Chatfield Paper Corp. The Chatfield Paper Corp. Wyco Paper Co., Inc. Grand Canyon Paper Co. eiidiiatie ; “ p ‘ible 
Chicago, Il. ' Ft. Worth, Tex., Western Paper Co. Kansas City, Mo. B & J Paper Co. Pine Bluff, Ark. rT gested Fenas C0. slumr 
—< ty sah - Freeport, Ill. Arrow Paper Co. Kingsport, Tenn. Smith Paper Products Co. w Wis. Paper Specialty Co ‘Empii 
La Salle a = Galesburg, Ill. Wilson Paper Co. The Chatfield Paper Corp. _ Pittsburgh, Pa. nine i‘ —— a = p : Lr 
Los Angeles, Calif. Brubaker Paper Co insto 
a owed “4 anne < Paper Co. iia Columbia Paper Co. The Chatfield & Woods Co. of Pa. The Chatfield Paper Corp. Ine { 
*Trademark me-te 
WAUSAU BOND - WAUSAU BOND ENVELOPES - WAUSAU MIMEO ibor a 
WAUSAU DUPLICATOR - WAUSAU LEDGER - WAUSAU INDEX B cha 
WAUSAU TEXT AND COVER - EVEREST TEXT AND COVER tus, C 
WAUSAU TEXT ENVELOPES - BROKAW OPAQUE OFFSET 
BROKOTE +» EXACT BOND + EXACT MIMEO + EXACT - 
DUPLICATOR + EXACT LEDGER + REGISTER BOND + SPECIALTIES 0 ; Dep’ 
AND WAUSAU’'S COMPLETE LINE OF CUT-SIZE OFFICE PAPERS * 7 Plea 
a | an 
0 \ acco 
( MADE WITH \j"™" 
\ EXTRA CARE J" 
Tr. Addr 
~~ City 
UNCC 





WAUSAU PAPER MILLS COMPANY 
at BROKAW, WISCONSIN 
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Once More Avatlable— An 
Original Approach to Accuracy 


in Lettering! Only $6.00 


KOO 
IG 


LETTERS: 


A GUIDE TO 
LETTERING 


by Matlack Price 


omer Instructor, Pratt Institute and Rhode Island School 
¢ Design 


Here is an unusual departure in the field of lettering. A com- 
jete set of master charts illustrates every letter of the alphabet 
ngreat size and easily-visible proportions—a priceless boon to 
yout men, designers, commercial artists, and letterers and 
judents of lettering. No longer will you have to check the 
vidth and thickness and proportions of common type faces— 
imply post these charts (printed on strong 80-lb. cover stock 
hat will stand up to heavy daily use) in conspicuous places and 
se them as permanent models and references in every letter- 
ig job that comes up. 


_ chart has ten large letters from 10 different forms, chosen 
ot their historical importance and their modern popularity. 
ine of the letters is the extremely popular Roman Classic face, 
ifull 12” in height; the others, although smaller, are easily 
sible from a distance, and include the capitals from Trajan’s 
‘umn in Rome, after F. W. Goudy; “Lydian”; “Caslon”; 
‘fmpire”; “Onyx”; “Neuland”; “Futura”; “Beton Light”; and 
Beton Extrabold.” 


sed for years at the Pratt Institute, this method is thoroughl 
ime-tested and practical; try it for yourself and see how muc 
tbor and wasted effort you can save. 


3 charts, 16” by 22”; one 12-page teachers’ syllabus with 10 
lus. Charts, syllabus, and box. The set $6.00 





















: Dept. 367, Dover Publications, Inc., 180 Varick St., N. Y. 


Please send me the following books in the quantities indicated: 
cane THE DRAWINGS OF HEINRICH KLEY 
eee FOOT-HIGH LETTERS, Price 


Paperbound $1.85 
Boxed $6.00 


| am enclosing $. in full payment. Payment in full must 
accompany all orders. Please add 10¢ per book on orders less 
than $5, for postage and handling. Please print 


De iat i ic airs ate ns wines re ove ocvcecs 
UNCONDITIONAL GUARANTEE: All Dover books are unconditionally guar- 
anteed, and may be returned within 10 days for cash refund. 
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At Last A vailable 2 Tai Rare, 
Almost Unobtainable Collection 


THE 
DRAWINGS OF 
HEINRICH 
KLEY only $1.85 


These incredibly brilliant drawings will give you scores of val- 
uable pointers in your work, whether that work is cartooning, 
animation, or graphic illustrating. Heinrich Kley was one of the 
greatest of modern cartoonists, a highly successful commercial 
artist whose techniques have been eagerly studied and imitated 
the world over. This collection of his drawings has been fab- 
ulously popular with the members of his profession, but almost 
impossible to obtain in recent years. 


Now, however, you can study Kley’s amazing talent in draughts- 
manship, which allowed him to draw serpent-women and satyrs 
and salamander-politicians with the same convincing presence 
and reality that most cartoonists can achieve only within a 
more constricted range of subject matter; his inexhaustible 
source of ideas, puns, metaphors, and word-play that gave his 
drawings a rarely-encountered significance and richness of 
meaning. 


When you are stuck for a situation, ranging through this collec- 
tion and seeing the immense variety of subjects Kley handled— 
industrialism, bureaucracy, young Boned do-gooders, militarism, 
gambling, lust—will give you a number of fresh slants on these 
perennial objects of satire and humor. 


You'll find yourself looking through this volume again and 
again for ideas and stimulation that can be found in few other 
works; it is practically a full course in the secrets of making 
your drawings powerful and memorable experiences for your 
audience. 


Unabridged and unaltered republication of “Skizzenbuch,” 

(1909) and “Skizzenbuch II,” (1910). Complete translations. 

Total of 200 illustrations. xviii + 128pp. 7% x 10%. 
Paperbound $1.85 


HIRAM WALKER 
Blende (Whikey 


MEROED amo BOTTLED ey wimam wuxER 6 SOS 
PEORIA 1LLIMOIS - Sam FRANCISCO, CALIF 


FROM CONTINUOUS TONE ORIGINALS 
PRODUCED BY THE WEBER PROCESS 


WE ARE SPECIALISTS IN FINE LINE RENDERINGS : WAVY-LINE » STRAIGHT-LINE + MEZZOTINT + CIRCALINE - SPIRALINE - FOTOLINE - POSTER LINE » MEDALINE - MULTILINE - CROSSLINE + SPECIAL EFFECTS 





MARTIN J. WEBER STUDIO 


4 171 MADISON AVENUE, NEW YORK 16, N. Y. 
g g TELEPHONE: LEXINGTON 2-2695 


Additional specimens mailed on request 








